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Strong  Promotion  for  Strong  Sales, 

Over  100  advertisements  will  appear  in  the  big- 
selling  winter  period  (Nov-Feb),  in  all  the  major 
newspapers  and  womens'  magazines.  So  you  can 
expect  more  and  more  of  your  customers  to  ask 
for  the  relief  that  only  Hill's  can  offer. 
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Skincare: 
A  soft  touch 


Your  customers  want 
an  ozone  friendly  a  n  t  i  -  p  e  r  s  p  i  r  a  n  1 


NO  SWEAT. 


Sure  anti-perspirant  is  now  manufac- 
tured ozone  friendly. 

Over  the  last  18  months,  more  and  more 
people  have  become  concerned  about  our 
environment.  Consumers  want  to  do  the  right 


thing  and  are  starting  to  ask  in  shops  for  ozone 
friendly  aerosols. 

When  they  do,  you  can  reassure  them  that 
the  entire  Sure  aerosol  range  is  now  manufac- 
tured ozone  friendly. 


So  while  sales  may  go  through  the 
our  sprays  won't  go  through  the  sky. 

We  believe  our  motto 
'caring  for  health  and  beauty' 
includes  our  environment  too. 
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COMMENT 


How  good  it  is  to  see  the  Pharmaceutical  Services 
Negotiating  Committee  taking  the  initiative  in 
exploring  further  extended  roles  for  pharmacy  with 
this  week's  launch  of  a  pilot  blood  cholesterol  monitoring 
study  well  ahead  of  any  talk  of  NHS  remuneration. 
Although  with  the  announcement  last  week  of  possible 
legislative  complications  (p  901)  to  add  to  the  payment 
hiccups  associated  with  the  two  approved  new  role 
schemes,  there  is  probably  little  alternative. 

The  pilot  study  will  employ  the  Royal  Pharmaceutical 
Society  guidelines  which  emphasise  the  need  for 
comprehensive  training  and  for  the  regular  testing  of  the 
equipment  to  ensure  accuracy.  A  special  area  outside  the 
dispensary  must  be  used  for  testing  and  counselling. 
Additionally  the  pharmacist  is  advised  to  appraise  the  local 
GPs  of  the  service.  High  results  are  referred  automatically 
to  the  patient '  s  doctor  after  first  obtaining  permission,  so 
it  is  imperative  to  involve  local  practices  fully  at  the  earliest 
opportunity.  And  despite  the  objections  of  the  Coronary 
Prevention  Group,  pharmacists  are  well  able  to  handle 
referrals  with  tact  and  without  causing  alarm. 

A  few  UK  pharmacists  are  already  providing  such  a 


service  with  mixed  results.  Bangor  pharmacist  James  Boal 
averages  ten  cholesterol  tests  a  day  from  his  High  Street 
pharmacy  with  around  70  per  cent  impulse  '  'buys"  through 
discreet  in-pharmacy  notices  —  the  scheme  was  launched 
with  some  Press  advertising  {C&D  November  19, 1988, 
p904).  Mr  Boal  only  went  ahead  with  the  scheme  after  a 
survey  established  he  could  satisfy  the  public's  criteria  for 
this  professional  community  service  of  ease  of  access,  no 
appointments,  and  assurance  of  reliability.  Another 
Northern  Ireland  pharmacist,  Dr  Terry  Maguire  of  Belfast, 
has  been  mnning  a  cholesterol  testing  service  for  a  year  and 
advises  that  at  least  15  to  20  tests  a  week  should  be  the 
target  for  both  profitability  and  enhanced  accuracy  —  a 
target  he  has  achieved.  Both  have  found  the  service  valued 
and  high  in  its  professional  rewards. 

The  PSNC  pilot  will  allow  a  controlled  feasibility  study 
and  further  assessment  of  staff  training  and  quality 
assurance  requirements.  What  is  certain  is  that,  although 
the  market  will  not  sustain  cholesterol  testing  in  very  many 
pharmacies,  there  is  a  market  and  one  that  will  expand  if 
GPs  are  allowed  to  determine  where  they  purchase 
services  when  the  NHS  review  is  implemented. 


CHEMIST  &  DRUGGIST  3  JUNE  1989 


947 


NEWS 


PSNC  launches  blood 
cholesterol  screening 

trial 


Blood  cholesterol  testing  is  to  be 
available  from  community 
pharmacies  (C&D  January  28 
pl22)  in  a  pilot  scheme  launched  at 
the  Royal  Pharmaceutical 
Society's  headquarters  this  week. 
The  trial,  which  is  being  promoted 
by  the  Pharmaceutical  Services 
Negotiating  Committee,  will 
assess  over  the  next  three 
months  the  acceptability  and 
popularity  of  such  tests.  Each  test 
will  cost  £6. 

Objection  that 
'crowded  shop 
is  inappropriate' 

Seven  pharmacies  in 
Coventry,  Newcastle, 
Nottingham  and  Sheffield,  will  be 
involved  in  the  scheme.  The 
pharmacists  have  been  trained  by 
PSNC  with  the  help  of  the  Family 
Heart  Association  on  the  aetiology 
of  coronary  heart  disease  and  its 
incidence  in  the  UK,  and  how  to 
advise  on  lowering  blood 
cholesterol  by  diet  and  avoiding 
other  risk  factors. 

Training  has  also  included 
counselling  skills,  with  particular 
attention  to  avoiding  anxiety  in 
those  with  high  cholesterol  levels. 
The  Boehringer  Corporation 
provided  training  on  taking  the 
blood  sample,  using  the  Reflotron 
desk  top  analyser  and  setting  up 
quality  control  systems. 

A  form  for  recording  the 
cholesterol  result  in  triplicate  has 
been  produced  by  the  PSNC  in 
association  with  consultant 
lipidologists.  It  gives  guidance 
notes  on  the  interpretation  of  the 
result  and  the  action  that  should  be 
taken,  based  on  the  European 
Atherosclerosis  Society 
guidelines. 

Clients  with  low  cholesterol 
levels  (less  than  5.2mmol/l)  are 
informed  that  their  risk  of  heart 
disease  is  low,  provided  that  other 
listed  risk  factors  are  good.  The 
moderate  risk  group  (between  5.2 
and  6.5mmol/l)  is  told  to  reduce 
risk  factors,  checking  for 
improvements  after  six  months. 
Patients  with  high  levels  (6.5  to 
7.8mmol/l)  are  advised  to  see 
their  doctor,  and  those  who  are 
'  'too  high"  (7.8mmol/l  and  over) 
are  informed  that  they  need 
attention  and  that  other  family 


members  should  also  be  tested. 

Patients  are  warned  that  "a 
single  test  never  gives  a 
completely  certain  result,  even 
with  good  equipment  and  in 
professional  hands.  High  results 
should  be  checked  by  your  GP' ' . 
Queries  about  the  test,  the  result 
or  the  advice  are  referred  to  the 
pharmacist  or  GP. 

The  RPSGB  guidelines  say  the 
test  must  be  done  in  a  counselling 
area,  not  the  dispensary,  with 
suitable  waste  disposal  facilities. 
Where  results  deviate  from  the 
norm,  the  patient's  consent  must 
be  given  for  a  copy  to  be  sent  to 
the  GP. 

The  scheme  has  met  with 
objections  from  the  Coronary 
Prevention  Group.  It  feels  that  a 
crowded  shop  is  an  inappropriate 


setting  for  the  test,  and  that 
insufficient  counselling  will  result 
in  anxiety  in  those  people  with  a 
high  cholesterol  level. 

However  PSNC  assistant 
secretary  Mike  King  told  C&D 
that  the  pharmacy  will  offer  a 
professional  environment  with 
appropriate  counselling  and 
proper  quality  control,  avoiding 
the  situation  in  the  US  where 
cholesterol  testing  is  done  in 
supermarkets  and  sports  centres. 

At  the  end  of  the  trial,  the 
results  will  be  assessed  to 
determine  how  pharmacists 
coped,  what  the  demand  was, 
whether  an  appointment  system 
or  walk-in  system  would  be 
preferred,  how  the  public  and  GPs 
reacted,  for  publication  by  PSNC, 
said  Mr  King. 


NUMBER: 

COMMUNITY  PHARMACY 

BLOOD  CHOLESTEROL  SCREENING  SERVICE 

This  form  records  the  results  cl  your  cholesterol  test  and  advice  on  further 
■action.  This  information  applies  to  adufts  over  18  years  old  only. 


Name 


Address: 


Sex:  M 


Tel.  No 


GP's  name 
and  address 


Cholesterol  levei: 
(mmol/l) 


Pharmacy  Stamp 


Date  of 
Birth: 


Tesl 
Result 


Date  of 

Test 

/ 

/ 

Taste  and 
price  first  for 
toothpaste 

Pick  the  toothpaste  whose  taste 
you  like,  at  a  price  which  suits 
your  pocket,  advises  the  June 
issue  of  Which?  Most  major 
brands  contain  fluoride  and 
whether  you  want  any  of  the  othei 
fancy  ingredients  is  really  up  tc 
you,  says  the  magazine. 

Which?,  published  by  the 
Consumers'  Association,  alsc 
reports  a  trial  of  41  toothbrushes 
each  tested  for  a  week  by  10  mer 
and  10  women,  and  examined  by ; 
group  of  experts  from  a  university 
dental  department.  Three 
toothbrushes  were  regarded  b; 
both  groups  as  '  'up  to  scratch' 
Wisdom  plaque  control  adul 
regular,  Oral  B  plus  P40  ant 
Mentadent  P  professional  soft. 

While  the  experts  thought  1! 
"good"  or  "recommended",  th< 
only  other  brands  the  volunteer: 
would  buy  again  were  Colgati 
double  action  adult,  Wisdon 
angled  Quest  adult  regular  am 
Colgate  sensitive  action. 

In  general,  the  users  likei 
medium  bristles,  average  head 
size  and  handle  length,  althoug: 
men  preferred  longer  handle 
than  women.  The  experts  did  no 
like  hard  bristles,  bristles 
different  lengths,  bristles  whic 
were  too  compact  or  too  sparse 
and  large  toothbrush  heads. 

Which?  recommends  mediur 
or  soft-textured  bristles  and, 
very  soft  bristles  are  used 
disclosing  tablets  to  check  thll 
teeth  are  being  cleaned  properlyj 
Generally,  dentists  prefer  a  fk 
head  to  contoured  bristles,  with 
medium  or  small  head  giving  bes 
access  to  all  parts  of  the  mouth 
Dentists  prefer  straight  handle 
but  an  angled  head  may  help  i 
cleaning  hard-to-reach  areas. 
■  The  same  issue  also  looks  ; 
compact  cameras  an 
recommends  the  following 
Autofocus  single  focal  length  -j 
Minolta  AF-Z,  Ricoh  FF-9,  Cand 
Sureshot  Supreme.  Chinon35IV 
AF,  Olympus  AF-1,  Yashica  T5| 
Minolta  AF-EII.  Dual  focal  lengtf 
-  Konica  MR  640,  Nikon  TWil 
Ricoh  TF-900,  Canon  Sureshci 
Multi-tele  (discontinued  J 
Autofocus  zoom  —  Konica  Z-u~ 
80,  Nikon  TW  zoom,  Panasonl 
C-900ZM,  Pentax  zoom  70-5 
Fixed  focus  —  Samsung  SF-20(| 


Eight  district  health  authorities  reach* 
or  exceeded  90  per  cent  uptal 
for  both  the  measles  and  pol 
vaccines  in  1987/88  -  We 
Cumbria,  Wycombe,  Oxfor 
Exeter,  North  Devon,  Somerse 
Chichester,  SW  Hants  ar 
Southampton. 
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"I've  been  reading  about  this  new  'clot-buster'.  D'you  think  it'll  do  anything  for  our  Kevin?" 


Phenytoin  in 
fasting: 
second 
opinion 

Pharmacists  Dr  Mo  Aslam  and 
John  Wilson's  explanation  that 
omitting  doses  while  fasting 
during  Ramadan,  caused  a  seizure 
in  an  epileptic  patient  has  been 
dismissed  as  "unlikely"  by  a 
neurological  specialist  (  C&D  May 
6,  p798). 

Dr  A.M.O.  Bakheit,  of  the 
Glasgow  University's  department 
of  neurology,  says  that  after 
chronic  administration,  the  plasma 
half  life  of  phenytoin  exceeds  four 
days,  rather  than  the  15  hours 
after  acute  administration. 

"It  is  unlikely  that  this 
patient's  phenytoin  level  had  fallen 
to  the  critical  level  in  value  in  such 
a  short  time,  especially  as  the 
patient  had  merely  reduced  the 
dose  (the  patient  was  omitting  two 
doses  during  the  day,  but  taking 
the  third  at  night)"  he  writes  in 
The  Lancet  last  week. 

Dr  Bakheit  says  the  isolated 
epileptic  attack  was  probably  a 
coincidence,  but  could  have  been 
precipitated  by  mild 
Jhyopoglycaemia  during  the  fast 
which  can  lower  the  threshold  in 
Isome  well-controlled  patients. 

He  argues  that,  given  the  half 
life  in  chronic  administration, 
there  is  no  advantage  in  splitting 
the  daily  dose,  and  patients  who 
iwant  to  take  their  dose  once  daily 
'  hould  be  encouraged  to  do  so. 


OTCs  costing  less  than 
£2.80  listed  for  GPS 


Family  doctors  have  received  a  list 
of  medicines  costing  less  than 
£2.80  over  the  counter,  courtesy 
of  the  Drug  and  Therapeutics 
Bulletin. 

The  Bulletin  has  produced  a 
small  booklet  which  lists, 
according  to  their  BNF 
classification,  non-blacklisted 
generic  and  brand  name  products 
costing  less  than  £2.80.  Those  the 
BNF  considers  poor  choices  are 
identified. 

The  Bulletin,  published  by  the 
Consumers'  Association,  says 
that  many  medicines  which  can  be 
prescribed  in  the  NHS  can  be 
bought  OTC  for  less  than  the 
prescription  charge.  But  without 
asking  a  pharmacist,  patients  or 


doctors  cannot  easily  discover 
which.  Those  who  pay 
prescription  charges  may  want  to 
know,  to  save  time  and  money, 
while  those  exempt  from  charges 
can  save  time ,  the  Bulletin  says . 

"Pack  sizes  and 
recommended  retail  prices  of 
branded  products  are  included  in 
the  Chemist  &  Druggist  Price  List, 
which  few  GPs  have,"  the 
Bulletin  says.  "No  equivalent  list 
exists  for  generic  drugs  and 
different  manufacturers  prices 
may  vary.  Prices  given  in  the  BNF 
are  costed  without  VAT  and  the 
patient  may  have  to  pay  more.  If 
the  GP  underestimates,  the 
patient  may  accuse  the  pharmacist 
of  overcharging." 


The  Bulletin  advises  that 
doctors  can  help  by  telling  patients 
the  generic  name  of  the  OTC 
medicine  they  recommend  and 
advise  them  to  ask  the  pharmacist 
for  the  cheapest  preparation  of  the 
required  type.  The  patient  should 
be  given  the  name  in  writing.  If  the 
doctor  says  nothing,  the 
pharmacist  can  advise  the  patient. 

The  Bulletin  concludes  that 
patients  can  reasonably  expect  to 
be  told  when  a  medicine  is  cheaper 
OTC  than  on  prescription  and 
they  can  be  encouraged  to  ask. 
Pharmacists  are  well  able  to  give 
this  advice,  while  doctors  need 
better  information  on  the 
composition  and  cost  of  branded 
OTC  medicines. 


Select  Committee  loo  quick'  to  criticise 


Ministers  are  complaining  that  the 
cross-party  Commons  Social 
Services  Committee  was  "too 
quick  on  the  draw' '  in  framing  its 
latest  report  attacking  the 
Government's  timetable  for 
reforming  the  NHS. 

Mr  John  Wakeham,  the 
Leader  of  the  Commons,  has 
protested  that  the  Committee 
issued  its  report  warning  that 
rushed  changes  could  damage 


patient  care  without  taking 
sufficient  time  to  consider 
evidence  given  by  Mr  Kenneth 
Clarke,  the  Health  Secretary. 
Two  Conservative  members  of 
the  Committee,  Mrs  Marion  Roe 
and  Miss  Ann  Widdecombe, 
refused  to  support  the  report's 
conclusions. 

The  report  expressed  "very 
grave  doubts"  about  the 
practicality  of  a  timetable  which  is 


intended  to  have  radical  changes, 
including  indicative  prescribing 
budgets  for  general  practitioners, 
in  operation  as  soon  as  April 
1991. 

Mr  Clarke  has  confirmed  that 
family  practitioner  committees 
will  have  a  greatly  enhanced 
management  role.  Their  tasks  will 
include  managing  the  contracts  of 
doctors,  dentists,  opticians  and 
pharmacists. 
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European  Court  backs 
Society  and  DoH 


The  European  Court  has  dealt  a 
blow  to  the  Association  of 
Pharmaceutical  Importers  in  its 
fight  to  allow  pharmacists  to 
substitute  an  imported  version  of 
a  product  bearing  a  different  brand 
name  to  the  UK  version,  on  a 
prescription  calling  for  the  UK 
brand. 

The  Court's  ruling  follows  a 
request  in  July  1987  by  the  Court 
of  Appeal  in  London  for  a 
interpretation  of  Articles  30  and 
36  of  the  Treaty  of  Rome ,  in  cases 
brought  by  the  API  against  the 
Royal  Pharmaceutical  Society  and 
the  Secretary  of  State  for  Health. 

The  API  had  challenged  the 
statement  in  the  Society's  Code  of 
Ethics  that  a  pharmacist  should 
dispense  the  proprietary  product 
named  on  a  prescription  other 
than  in  exceptional  circumstances, 
and  a  Council  Statement  that  the 
Code  of  Ethics  provision  applies  to 
imported  medicines  as  well  as  to 
UK  products.  The  dispute  with 
the  Secretary  of  State  concerns  a 
similar  provision  in  the  NHS  terms 
of  service. 

In  contrast  to  the  opinion  from 
the  Advocate  General  (C&D 
March  25,  p457),  the  European 
Court  ruled  that  it  could  not 
exclude  the  possibility  that 
measures  adopted  by  the  Society 
—  a  professional  body  with  legally 
constituted  disciplinary  powers  — 
are  capable,  in  this  case,  of 


hindering  trade  as  governed  by 
Article  30,  which  bans  quantitative 
restrictions  on  imports. 

However,  a  national  rule 
banning  such  substitution  may  be 
justified  under  Article  36  on  the 
grounds  of  protection  of  public 
health,  even  where  it  prevents  the 
dispensing  of  a  therapeutically 
equivalent  product  licensed  by  a 
competent  national  authority  and 
manufactured  by  a  sister 
company. 

The  Court  decided  that,  so 
long  as  such  matters  have  not 
been  regulated  by  Community 
legislation,  it  is  for  member  states 
to  decide  within  the  limits  laid 
down  by  Article  36,  on  the  degree 
to  which  they  wish  to  protect 
human  health  and  how  that  is 
achieved. 

It  found  itself  unable  to 
discount  the  observations  of  the 
Society  and  the  Governments  of 
several  countries,  that,  for 
psychosomatic  reasons,  a  specific 
proprietary  product  might  be 
prescribed  for  particular  patients. 
And  it  ruled  that  the  API  had  not 
disclosed  any  evidence  that  such 
rules  applied  to  imported  products 
constitute  a  means  of  arbitrary 
discrimination  or  a  disguised 
restriction  on  trade. 

The  Appeal  Court  will  now 
continue  with  its  hearings.  An  API 
response  was  unavailable  as  C&D 
went  to  press. 


Tariff  Pt  VIII 


Due  to  the  timescale,  the  two 
months  notice  of  changes  to  Part 
VIII  of  the  Drug  Tariff 
commencing  in  August  could  not 
be  printed  in  the  June  edition 

Drug  or  Preparation  Pack  Size  Category 


(C&D  last  week,  p903). 

The  Pharmaceutical  Services 
Negotiating  Committee  say  the 
following  items  will  be  added  to 
Part  VIII  on  August  1: 

Hydrocortisone  eye 


Aminophylline  supp 

oint  1% 

3g 

B 

BP  50mg 

12 

A 

1  h  ill  in  ortisi  Hie  eye 

Atropine  eye  oint 

oint  2.5% 

3g 

B 

1%  w/w 

3g 

B 

Indomethacin  supp 

Chlorinated  lime  & 

lOOmg 

10 

A 

bone  acid  solution 

Isoniazid  elixir  BP 

200 

E 

BP  (Syn  Eusol) 

500ml 

E 

Metformin  tab 

Chlorinated  lime  & 

850mg 

t.ii 

A 

boric  acid  solution  — 

Morphine  &  cocaine 

solution  A 

21 

A 

elixir  BPC 

200ml 

E 

Chlorinated  lime  & 

Neomycin  eye  oint 

bone  acid  solution  — 

0.5% 

3g 

B 

solution  B 

2L 

A 

Paraffin  oint 

20()g 

E 

Diamorphine  & 

Piroxicam  cap  lOmg  60 

A 

Coi  aine  i-lixir  BPC 

200ml 

E 

Sulphasalazine  tab 

Disopyramide  cap 

500mg 

L00 

\ 

lOOmg 

100 

A 

Verapamil  tab 

Erthromycin  susp 

160mg 

100 

A 

500mg/5ml 

100ml 

B 

Zinc  sulphate  & 

Ethinyloestradiol  tab 

adrenalin  eye  drops 

10ml 

B 

20  microgram 

250 

B 

Zinc  sulphate  lotion 

Flucloxacillin  oral 

BP 

200ml 

!■ 

solution  125mg/5ml  100ml 
Hydrocortisone  eye 
oint  0.5%  3g 


Further  information  from  Dr 
Gordon  Geddes  or  Mrs  Hilary 
Friso.  Tel:  0296  432823. 


Pharmacist  Ken  Rathbone  of  Newcastle  Emlyn ,  South  Wales  (right) 
is  pictured  receiving  his  prize  of  a  crystal  glass  decanter  and  glasses  set 
from  Warner  Lambert  area  representative  Granville  Lewis,  after  a 
recent  Benylin  promotion  prize  draw 


Grass  pollen  down, 
hay  fever  up 


Hay  fever  is  on  the  increase, 
although  the  amount  of  grass 
pollen  in  the  atmosphere  has  been 
falling  steadily  over  the  past  30 
years. 

According  to  Dr  Roland 
Davies,  formerly  reader  in 
medical  mycology  at  St  Mary's 
Hospital  Medical  School 
Paddington,  urban  dwellers  in  the 
20th  century  may  be  more 
sensitive  to  lower  levels  of  grass 
pollen  because  they  do  not  acquire 
immunity  through  natural 
exposure,  unlike  their  rural 
dwelling  forebears. 

"Such  exposure  of 
farmworkers  occured  throughout 
the  year,"  he  said. 

Contemporary  research  in 
Japan  has  shown  that  sensitisation 
to  Japanese  cedar  tree  pollen  is 
more  common  in  people  living 
within  100  metres  of  a  motorway 
than  those  living  in  the 
countryside  where  there  were 
more  trees. 

Dr  Robert  Davies,  reader  in 
respiratory  medicine  at  St 
Bartholomew's  Hospital,  adds: 
"A  contributing  factor  to  the 
increased  allergy  in  cities  could  be 
the  variety  of  chemicals  with 
which  pollen  grains  collected  from 
industrial  areas  are  coated." 
Changing  agricultural  practices 
being  encouraged  by  the  EEC, 
will  reduce  the  area  of  arable  land 
and  fewer  cereal  crops,  which  are 
lower  in  pollen,  will  be  planted. 
The  overall  effect  might  be  a  large 
regrowth  of  native  grasses,  high  in 
pollen. 

Dr  Robert  Davies  advises  that 
first  line  treatment  for  hav  fever 


patients  should  be  a  once-a-da> 
non-sedating  antihistamine. 
"Where  eye  symptoms 
predominate,  sodiurr 
cromoglycate  drops  are  very 
effective;  where  nasal  blockage  i;| 
a  major  symptom,  intranasal 
corticosteroid  sprays  are  the  mos 
effective  therapy." 

The  two  Dr  Davies  wen 
speaking  at  the  launch  of  a  nev- 
video  "Agriculture  and  Allergy' ' 
sponsored  by  Allen  &  Hanburys  i 


VD  leaflets 

Gist-brocades  have  issued 
series  of  free  patient  informatio 
leaflets  on  syphilis,  gonorrhea 
genital  warts,  non-specifi 
urethritis,  vaginal  infections  an 
hepatitis  B. 

Prepared  by  the  Bloomsbur 
Genito-Urinary  Medicine  Clinics 
the  leaflets  give  information  o 
transmission,  parts  of  the  bod 
affected,  symptoms,  diagnosis 
treatment  and  complications 
Thev  are  freely  available  fror 
Gist-brocades,  Tel:  0932345536 


i 


E.R.  Squibb  &  Sons  have  bee 
awarded  a  bronze  standard  and 
Blithe  certificate  for  their  vide' 
film  "Psychosurgery  —  the  las 
resort".  The  award  was  wo 
against  150  worldwide  entries  in 
competition  organised  by  th 
British  Medical  Association.  Th 
Blithe  certificate  recognises  thi 
educational  value  of  the  entry  ti 
medical  education. 
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Pharmacy's 
day  out  in 
the  Province 

The  Pharmaceutical  Society  of 
Northern  Ireland  is  to  hold  a 
"Pharmacy  Day"  on  June  11. 

Council  is  committed  to 
holding  such  a  meeting  every  two 
years,  after  the  successful 
conference  which  was  held  in 
Bally  gaily,  co  Antrim,  in  1986. 
Unfortunately,  it  was  not  practical 
to  hold  a  conference  last  year. 

This  year's  event  will 
emphasise  the  "extended  role"  of 
the  pharmacist,  and  will  consist  of 
a  blend  of  exhibition  and 
demonstrations,  as  well  as  a  few 
pertinent  lectures  (see  last  week 
p938).  Topics  to  be  covered  will 
include  blood  pressure 
monitoring,  blood  cholesterol 
measurement,  and  urine  testing 
from  pharmacies,  as  well  as  a 
demonstration  of  the  most  recent 
computer  patient  medication 
record  systems.  A  lecture  will 
explain  the  requirements 
pharmacists  will  need  to  fulfil 
when  providing  services  to 
residential  homes.  There  will  also 
be  an  exhibition  of  equipment 
which  would  help  with  medicine 
storage  and  administration  in  a 
residential  home. 

In  the  afternoon  a  "question 
time"  has  been  planned  to  allow 
pharmacists  to  question  their 
representatives,  as  well  as 
representatives  from  the  DHSS. 

The  topic  of  providing 
pharmaceutical  services  to 
residential  homes  is  obviously 
(important  as  it  was  highlighted  in 
jthe  White  Paper  as  a  service  for 
which  the  pharmacist  would  be 
'remunerated. 

'Residential  homes 
payments  -  DHSS 
attaches  a  string' 

As  yet,  no  fee  has  been  agreed. 
However,  it  would  appear  that  the 
'DHSS  might  be  attaching  a 
"string". 

It  is  being  suggested  that 
(when  payment  has  been  agreed, 
pharmacists  who  provide 
medicines  to  residential  homes 
will  only  be  eligible  for 
(remuneration  if  they  have 
jattended  a  course  being  planned 
and  organised  by  the  Post 
^Qualification  Education  and 
Training  Committee  (PQET). 

It  is  the  Eastern  Boards' 
opinion,  for  instance,  that 
pharmacists  who  are  providing 
,these  services  must  be  competent 
to  do  so.  From  a  Northern  Ireland 
community  pharmacist. 


TOPICAL  REFLECTIONS 


'Check'  at 
BRM 


I  am  glad  the  feelings  of 
those  who  attended  the 
branch  representatives 
meeting  led  to  the  amicable 
withdrawal  of  the  motion  on 
final  checking.  The  election 
results,  and  the  undoubted 
unease  felt  by  most 
community  pharmacists  at 
Council's  original 
supervision  proposition, 
have  finally  been  given 
proper  acknowledgement. 

A  point  which 
profoundly  disappoints  is  the  low  poll. 
How  is  it  that  when  we  have  a  matter  of 
some  consequence  coinciding  with 
Council  elections,  only  a  quarter  of  those 
entitled  actually  vote?  Hard  to  believe, 
isn't  it?  Yet  when  you  look  at  the  straight- 
jacketed  official  candidates'  statement  of 
good  works  and  good  intentions,  you  get 
about  as  much  in  touch  with  the  living  man 
or  woman  as  you  do  kissing  a  polished 
granite  tombstone.  I  suspect  if  we  want  to 
have  meaningful  elections,  then  the  body 
of  voters  will  have  to  have  some  real 
contact  with  their  candidates. 

We  would  be  far  more  likely  to  feel 
there  was  some  point  in  voting  if  we  had 
two  comparatively  local  pharmacists 
fighting  for  the  same  seat.  Not  only  would 
we  have  a  chance  to  argue  with  them,  but 
they  would  be  more  aware  of  the 
sensibilities  of  their  membership  in  turn. 
From  which  the  sharpest  among  you  may 
have  begun  to  suspect  I  might  be  in  favour 
of  a  regionally-based  system.  It  is  a  matter 
of  contact  bringing  confidence. 


Cloggo 


I  think  we  have  a  new  brand  of  civil 
servant,  specifically  bred  for  government 
use.  When  a  new  proposition  of  intrinsic 
merit  is  introduced  by  any  group  whose 
interests  are  not  instantly  recognised  as 
100  per  cent  cost-free,  genuine  Norfolk 


reed  Thatcher,  Cloggo  is 
introduced  into  the 
bureaucratic  wheels  to 
come  up  with  obstacles.  So 
it  is  with  patient  record 
payments. 

I've  kept  them  for  years 
for  nursing  homes,  and  very 
helpful  they  have  proved. 
But  Cloggo  says:  "New 
legislation  will  be  needed  to 
legalise  payment  for  them! 
Have  you  ever  heard  such 
bilge?  All  we  have  to  do  is 
photo  copy  a  page  or  two  of 
print-out  records,  and/or 
get  a  signature  from  the 
matron  or  owner  of  the 
home  to  show  that  we  keep 
patient  records. 


Attack  on  FPC 
subcommittees 

David  Sharp  is  absolutely  right  to  make 
the  strongest  possible  representations  to 
the  Minister  of  Health  about  the 
constitution  of  FPC  subcommittees, 
particularly  dispensing  subcommittees. 
Having  once  served  on  such  a  body  whose 
near  rural  environs  were  seen  as  a  golden 
opportunity  by  a  group  of  young  and 
ambitious  doctors,  I  still  have  painful 
memories  of  the  difficulties  in  trying  to 
bring  a  true  understanding  of  the  role  of 
pharmacy  to  a  group  of  lay  members  who 
seemed  overwhelmed  by  the  GP's 
"kindness"  in  offering  to  do  the 
dispensing  for  their  patients. 

We  eventually  achieved 
understanding,  but  it  took  a  couple  of 
years  before  equity  was  established.  The 
abandonment  of  a  good  working 
committee  structure  does  not  seem 
'  'conservative"  in  the  sense  of  retaining 
and  building  on  what  we  already  have. 
Throwing  matters  of  professional  care 
open  to  a  majority  of  lay  members  who 
might,  or  might  not,  have  any  grasp  of 
what  is  involved,  looks  a  curious  path  to 
effective  use  of  professional  assets. 
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EUROPEAN  HEALTHCARE  CONFERENCE 


An  idea  for  EC  drug  approval 

The  idea  of  a  European  Medicines  Office,  which  would  approve  new  medicines  for  marketing  in  the  EC,  was  put  to  a 

European  healthcare  conference  in  London  last  week. 


The  concept  was  explained  by  Dr 
Trevor  Jones,  research, 
development  and  medical 
director,  Wellcome  pic,  who 
suggested  the  Office  could  be  a 
supranational  agency  recognised 
for  its  objectivity,  independence 
and  clinical  and  scientific 
expertise.  It  could  have  a  full-time 
secretariat  appointed  for  its 
specialist  knowledge,  together 
with  members  of  current  medical 
advisory  committees  and  a  board 
of  management  comprising 
representatives  of  the  professions 
and  member  states. 

At  first,  the  agency  could 
concentrate  only  on  new  active 
substances  rather  than  the  total 
number  of  medicines  on  the 
market.  It  could  be  a  repository 
for  reported  adverse  events  and 
could  establish  arrangements  for 
post-marketing  surveillance 
throughout  the  Community.  The 
information  obtained  could  form  a 
database  for  considering 
extension  of  claims  and  new 
formulations,  and  could  be  used  to 
review  generic  products  when  the 
approved  substance's  patent 
expired. 

Dr Jones  thought  such  a  body 
would  overcome  the  problems  of 
licensing  delays  and  varying 
registration  requirements  in 
different  EC  countries.  It  could  be 
a  totally  new  organisation  or  an 
extension  of  the  present  CPMP, 
which  had  neither  the  time  nor  the 
expertise  to  deal  with  the  complex 
issues  involved.  It  should  be  based 
preferably  in  a  member  state  with 
an  established  reputation  in 
medicines  research  and 
development,  and  data  could  be 
transmitted  electronically  to  and 
from  the  companies,  instead  of  the 
present  system  of  delivering  "van 
loads  of  paper." 

The  speaker  suggested  that  the 
national  regulatory  bodies  could 
still  monitor  local  advertising  and 
promotion,  inspect  manufacturing 
sites  and  deal  with  local  nostrums 
which  would  not  be  moved  across 
national  barriers. 

Recent  generics  increase 

Doctors  are  starting  to  prescribe 
more  generics  in  line  with 
Government  thinking,  according 
to  Charles  Savage,  managing 
director,  Thomas  Kerfoot  &  Co 
Ltd.  His  company's  turnover  has 
increased  noticeably  in  the  past 
two  months,  he  said. 

In  1987,  39  per  cent  of 
prescriptions  were  generically 
written  although  only  29  per  cent 


were  dispensed  using  generics. 
The  gap  was  due  mostly  to 
doctors  prescribing  generically 
before  a  generic  product  became 
available  and  to  pharmacists 
supplying  branded  products  either 
at  a  loss  to  themselves  or 
substituting  brand-for-generic 
where  the  brand's  price  was  low 
enough  to  make  this  viable. 

Mr  Savage  said  the  future  of 
the  industry,  particularly  the 
generics  industry,  is  determined 
almost  exclusively  by  the 
Government  and  currently  the 
Government's  main  thrust  is 
towards  cost-effective 
prescribing.  It  has  been  suggested 
the  Government  wished  to  see 
generic  prescribing  increase  to  at 
least  half  the  prescriptions 
written,  which  could  equate  to  40 
per  cent  being  dispensed 
generically  and  to  generics 
accounting  for  about  15  per  cent  of 
the  drugs  bill. 

He  believes  generic  sales 
could  increase  by  50  per  cent  in 
the  next  two  years,  yielding  sales 
to  the  retail  sector  of  £250m  and 
theoretically  saving  the  NHS 
£50-100m. 

Loss  of  income  of  this  size 
would  have  a  considerable  impact 
on  the  research-based  companies 
and  he  felt  these  companies 
should  be  allowed  to  generate 
sufficient  return  to  cover  the 
increasingly  high  costs  of  research 
and  development.  The 
multinationals  had  been  lobbying 
for  a  restoration  of  effective 
patent  life,  but  Mr  Savage  thought 
this  was  the  wrong  approach. 

"What  such  companies  need  is 
a  period  to  market  innovative 
products  free  from  generic 
competition,"  he  suggested, 
explaining  that  they  should  ask  for 
this  directly  and  not  distort  the 
issue  by  a  one-sided  approach  to 
patent  legislation. 

The  EEC  High  Tech  Directive 
prevents  data  supporting  a 
marketing  authorisation  from 
being  used  to  support  a  second 
company's  application  until  ten 
years  later,  he  added.  The  EEC 
had  set  a  precedent  for  allowing 
marketing  protection  for  ten  years 
from  the  date  of  marketing 
authorisation,  unless  copying 
companies  provided  their  own 
clinical  data. 

Bill  Revell,  executive  director, 
AAH  Holdings,  challenged  two 
traditional  health  industry  views 
on  the  role  of  the  pharmaceutical 
distributor  —  one  is  that  the 
wholesaler's  only  role  is  to  service 
the   primary   healthcare  or 


community  pharmacy  market  and 
the  other  is  that  deliveries  from 
the  factory  to  the  wholesaler  and 
to  hospitals  are  best  carried  out  by 
a  manufacturer. 

"In  today's  technologically 
advanced  age,  the  wholesaler  is 
more  than  capable  of  playing  an 
extended  role,  acting  not  only  as 
the  warehouse  for  the  retailer  but 
also  as  the  warehouse  for  the 
manufacturer  and  hospital 
service,"  he  said. 

The  different  pricing 
structures  could  be  a  matter  for 
direct  negotiation  between 
manufacturer  and  customer,  and 
the  distributor  could  negotiate  a 
service  fee  —  either  with  the 
manufacturer  or  the  customer  — 
included  in  the  delivered  price. 


Bill  Revell:  Challenging 
the  wholesaler's  role 

"The  present  distribution 
system  for  pharmaceuticals  could 
be  substantially  streamlined,  with 
major  key  distributors  taking 
responsibility  for  product  direct 
from  the  factory  production  line 
and  giving  a  through  service  on 
behalf  of  the  manufacturer  to  the 
various  customer  groups,  which 
would  include  other  intermediate 
wholesalers  where  their  use  was 
the  most  efficient  way  to  service 
regional  markets,"  he  continued. 

With  mounting  pressures  to 
control  drug  expenditure,  there 
was  no  commercial  sense  in 
multiplying  costs  by  storing 
product  first  on  the  manufacturing 
site,  second  in  the  wholesale 
warehouse,  third  in  the  retail  or 
hospital  warehouse  and  finally  in 
the  dispensary.  Applying  modem, 
integrated  techniques  would 
reduce  pipeline  stock  inventory . 
reduce  costs,  improve  margins 
and  provide  a  better  service  to  the 
customer,  he  thought. 

Mr  Revell  believed 
wholesalers  would  be  unlikely  to 
commission  new  capacity  to 
service  several  European  states. 


Labelling,  licensing  and  regulatory 
problems  would  dictate  that  the 
EurowholesaJer  would  need  to  be 
based  in  each  national  market.  For 
the  prospective  multi-national 
distributor,  the  way  forward 
would  be  the  acquisition  of,  or 
participation  agreements  with, 
wholesale  companies  serving  each 
of  the  national  markets.  But 
wholesalers  would  still  be  able  to 
expand  their  role  by  providing  a 
comprehensive  distribution 
service  from  the  point  of 
production  through  to  the  patient. 

Dr  Franz  Humer,  managing 
director,  Glaxo  Pharmaceuticals, 
believed  heavy  investment  in 
research  and  development  would 
be  vital  for  the  survival  of  the 
research-based  industry. 
Companies  would  need  a  steady 
pipeline  of  innovative  and  cost- 
effective  drugs,  and  Glaxo  were 
investing  £300m  this  year  for  that 
purpose. 

His  company  supported  the 
basic  principle  of  budgets  as 
proposed  in  the  recent  White 
Paper,  but  had  a  number  of 
"major  concerns".  "We  believe 
medicines  should  be  cost-effective 
rather  than  cheap, ' '  he  said.  If  the! 
UK  was  to  provide  the  best  health! 
facilities  to  all,  the  important! 
criteria  were  the  total  cost  ofl 
treating  the  patient  and  the  overall 
value  for  money,  rather  than  the 
short  term  price  of  the  drugs. 

Looking  at  prospects  for  OTC 
medicines,  Peter  Jensen, 
managing  director,  Beecham 
Healthcare,  estimated  that  the 
worldwide  market  was  worth 
more  than  £14  billion  at  rsp  in 
1987-88.  It  was  growing  at  6-8  per 
cent  in  value  and  about  2-3  per 
cent  in  volume. 

The  major  territories  were  the 
USA  and  Canada  which  accounted 
for  39  per  cent  of  the  spending, 
Europe  (including  the  UK)  28  per 
cent,  and  Japan  and  the  Far  East 
22  per  cent.  The  most  important 
OTC  category  was  nutritionals 
(vitamins,  tonics  etc)  which 
accounted  for  29  per  cent  of  the 
worldwide  total,  and  Mr  Jensen 
thought  the  trend  to  preventive  or 
"positive"  healthcare  would 
continue.  Topicals  accounted  for 
19  per  cent,  cough  and  cold 
remedies  15  per  cent,  analgesics 
15  per  cent  and  digestive 
remedies  12  percent. 

Beecham's  merger  with 
Smithkline  Beckmann  would  make 
them  the  second  largest  OTC 
company  in  the  world. 
Conference  held  by  Shearson 
Lehman  Hutton  Securities. 
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NAHA/FPC  HEALTHCARE  CONFERENCE 


A  number  of  different  views  of  the  shape  of  the  Family  Practitioner  Committees  of  the 
future  were  presented  at  last  week's  conference  "Managing  the  changes  in  primary 
health  care"  organised  by  the  National  Association  of  Health  Authorities  and  the  Society 
of  FPCs.  Speakers  variously  described  FPCs  as  able  to  plan  services,  not  just  respond  to 

requests  for  cash,  with  management  oomph  provided  by  the  new  general  manager 
appointments;  new  streamlined  FPCs,  less  contractor-dominated,  whose  members  had 
to  be  equipped  for  the  tasks  ahead;  FPCs  where  the  future  lies  in  developing  services. 
C&D  reports  from  Regent's  College,  London 


Multifaceted  FPCs 
of  the  future 


Family  Practitioner  Committees 
are  ripe  for  the  kind  of  changes 
that  run  right  through  an 
organisation  and  demand  a  new 
outiook  and  attitude,  according  to 
Department  of  Health  assistant 
secretary  Brian  Smith. 

'  'The  White  Paper  heralds  this 
kind  of  radical  change , "  Mr  Smith 
said. '  'It  would  be  a  grave  mistake 
to  view  the  new  contract  for  GPs 
—  its  first  and  major  result  —  as 
just  a  few  changes  in  the  way  GPs 
are  paid. 

'  'FPCs  will  have  to  manage  on 
a  cash  limited  budget  for  practice 
team  development,"  Mr  Smith 
said.  "The  present  system  is 
negative;  FPCs  are  expected  to 
meet  any  demands  for  the  70  per 
cent  contribution  to  practice  staff. 
The  new  fund  enables  FPCs  to  put 
the  money  where  they  judge  it  is 
needed.  For  the  first  time,  the 
FPC  will  be  able  to  plan  its 
services,  not  just  respond  to 
demand." 

The  new  contract  provides 
special  fees  to  encourage  doctors 
to  set  up  health  prevention  clinics 
and  reach  certain  targets.  In 
terms  of  the  practice  of  medicine, 
this  is  probably  the  biggest  change 
of  all,  Mr  Smith  said. 

"Many  doctors  have  been 
doing  this  for  years,  but  many 
have  not.  Moreover,  the 
remuneration  system  does  not 
encourage  this  kind  of  work.  It  will 
now,"  said  Mr  Smith.  But  making 
the  payments  was  not  the  end  job 
of  the  FPC.  "An  FPC  needs  to 
know,  before  the  scheme  starts, 
the  present  position,  what  to 
expect  and  by  when,  and  to  decide 
what  more  can  be  done  to  speed 
progress.  There's  a  lot  of 
!  organisation  and  innovative 
thinking  behind  all  that,"  Mr 
:  Smith  said. 

The  appointment  of  a  general 
j  manager  was  not  simply  a  means 
of  rewarding  long-serving  staff  or 
i  restoring  some  long-lost  pay 
differentia],  Mr  Smith  said.  "It  is  a 
means  61  providing  FPCs,  at 
|  senior  level,  with  people  who  can 
adapt  to  the  changes  ahead." 


Mr  Smith  suggested  in  two 
years  time  that  FPCs  will  have  a 
changed  function,  not  just  a 
different  place  in  the  NHS 
hierarchy.  The  kind  of  close 
working  with  health  authorities 
thought  to  be  desirable  will  be  a 
reality . 

"FPCs  will,  for  the  first  time, 
be  influencing  the  way  in  which 
nearly  all  the  £5bn  which  passes 
through  their  hands  is  spent,  by 
the  time  you  put  together  money 
for  practice  staff,  doctors 
premises,  incentive  payments 
and,  not  least,  prescribing,"  he 
said. 

Forthright 

Diana  Scott,  chairman  of  the 
Leeds  FPC  and  an  RHA  member 
said  one  of  the  problems  with  the 
present  FPCs  was  its  large 
membership  and  contractor- 
dominated  structure,  which  led  to 
long  professional-based 
arguments  before  anything  got 
done. 

However,  she  said  she  was 
concerned  about  the  general 
calibre  of  members  being 
appointed,  and  she  thought  that  if 
the  situation  did  not  improve, 
some  kind  of  incentive  might  have 
to  be  put  in.  * 

In  a  forthright  speech  which 
suggested  to  many  in  the  audience 
that  they  were  glad  they  were  not 
members  of  Leeds  FPC,  Mrs 
Scott  said  that  on  the  new 
streamlined  FPCs  —  chairman, 
four  professional  members,  five 
non-executive  members  and  the 
general  manager  —  she  did  not 
want:  patronage;  Kudos  seekers; 
"yes"  people;  those  with  no 
commitment;  those  who  were  out 
of  touch;  long  service  FPC 
members;  the  timid  and 
inarticulate;  business  men. 

Mrs  Scott  said  she  wanted 
fresh  ideas,  a  mixture  of  skills, 
thinkers,  a  non-representative 
role  from  the  professional 
members,  entrepreneurs  and  risk 
takers  to  improve  strategic 
planning,  make  crisp  decisions  and 


provide  more  effective 
management. 

The  administrator  of  Cheshire 
FPC,  Clive  Parr,  was  quite  clear 
in  his  own  mind  that  the  vehicle  for 
future  development  is  the  GP 
practice,  and  flowing  out  of  that, 
the  primary  health  care  team. 

In  Cheshire  the  basis  of 
planning  was  practice  profiles, 
covering  numbers  of  patients, 
deaths  by  all  causes, 
unemployment  rates,  free  school 
meals,  single  parent  families, 
vaccination  rates,  temporary 
residents,  night  visits  etc.  "It  is 
vital  that  FPCs  are  able  to  produce 
these  sorts  of  figures,"  he  said. 
"What  we  are  talking  about  is 
performance  review  for  general 
practice." 

But  he  said  FPCs  had  to  act 
on  the  figures  too.  He  is  currently 
developing  a  visiting  panel  with  a 
medical  advisor  to  visit  practices 
to  discuss  practice  profiles  and 
'  'action  plans  for  the  future. ' ' 

"But,"  he  said,  "all  the 
efforts  of  Government ,  FPCs  and 
GPs  will  be  futile  unless  patients 
actually  benefit  from  all  the 
changes.  Some  health 
professionals  will  find  what  he  had 
to  say  threatening,  Mr  Parr  said, 
and  he  saw  battles  ahead.  In 
Cheshire,  10  per  cent  of  practices 
were  well  on  the  way,  and  80  per 


cent  want  to  get  there.  "But 
there  are  10  per  cent  who  I  think 
we  are  going  to  have  real  trouble 
with,"  he  said. 

Some  hard  hitting  comments 
came  in  a  speech  from  Bruce 
Martin,  chairman  of  the  animal 
vitamin  firm  Bob  Martin,  and 
chairman  of  the  North  Western 
Regional  Health  Authority.  He 
praised  the  new  management 
structure  of  FPCs  with  the 
general  manager  coming  in.  It  was 
not  more  management  for  the 
sake  of  it.  In  business,  one-on-one 
reporting  through  intermediate 
management  got  things  done. 

Talk  of  doctors  running  out  of 
money  towards  the  end  of  a 
financial  year  under  the  new 
indicative  budget  arrangements, 
was  "fatuous".  "Budgets  give  an 
early  warning  of  the  trend.  If  the 
budget  is  not  going  to  be  met,  it 
makes  you  ask  why  something  is 
happening,  why  circumstances 
are  different  to  the  norm.  Practice 
'x'  might  have  some  expensive 
patients  compared  to  practice  'y'. 

He  assured  FPC  chairman  and 
administrators  on  the  role  of  the 
new  controlling  RH As  who  will  be 
responsible  for  allocating  money 
down  to  FPC  s  in  future .  ' '  The  last 
thing  the  RHA  wants  to  do  is 
expand  itself  into  another  tier  of 
management  in  your  world . ' ' 
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COUNTERPOINTS 


Palmolive's 
soap  opera 

Colgate-Palmolive  are  introducing 
a  new  variant  and  repackaging 
existing  Palmolive  soaps,  in  the 
next  stage  of  their  worldwide 
relaunch  (C&D,  April  22,  p678). 

The  new  variant  for  women, 
Extra  Care,  is  fragrance  and 
colour-free  and  packed  in  a  box 
(125g,  36  £11.41  trade).  And 
classic  green  and  natural  white 
soaps  have  been  repackaged  with 
a  new  bar  shape,  new  pack 
designs  and  new  fragrances.  The 
changes  will  be  announced  in  a 
£lm  advertising  campaign  in  the 
women's  Press,  supported  with  a 
doordrop  of  three  million  samples 
and  coupons.  Colgate-Palmolive 
Ltd.  Tel:  01-5802030. 


Pentax  Plus 

Pentax  are  launching  two  new 
compact  cameras,  the  Zoom 
70-X,  and  the  Zoom  90. 

The  70-X  is  claimed  to  be  the 
World's  smallest  power  zoom  and 
features  two  zoom  speeds,  a 
continuous  shooting  mode,  and  a 
setting  for  close-ups.  It  retails  at 
£179.95  and  includes  ME  expo- 
sure, auto  flash  and  self-timer. 

The  Zoom  90  shares  most  of 
the  features  listed  above  but  also 
has  a  "interval  timer",  which  can 
be  used  to  capture  a  subject  or 
scene  at  predesignated  intervals. 
It  retails  at  £199.95,  say  Pentax. 
Tel:  01-864  4422. 


A  softer  bath 
with  E45 


Crookes  have  launched  Hath  E45 
to  complement  their  range  of 
products  "which  make  the  daily 
care  of  dry  skin  more  pleasant, 
more  effective,  and  less  time 
consuming". 

The  dermatological  bath  oil 
contains  medicinal  white  oil  90.95 
per  cent,  and  cetyl  dimethicone  5 
per  cent  and  is  free  from  colour, 
perfume  and  lanolin.  The  silicone 
makes  the  emollient  effect  of  the 
oil  last  longer,  say  Crookes. 

It  is  packed  in  a  white  pvc 
bottle  with  aqua  and  peach 
graphics  (150ml,  £2.69),  there  are 
two  combined  merchandisers, 
one  holding  three  packs  of  Bath 
E45,  three  packs  of  Wash  E45,  a 
range  of  sizes  of  Cream  E45  and  a 
new  leaflet  on  care  of  dry  skin. 
The  other  holds  three  packs  of 
both  Bath  and  Wash  E45  with  the 
leaflet.  A  window  display  unit 
shows  the  whole  E45  range. 

The  launch  is  being  supported 
by  a  major  sampling  exercise. 
Trial  sachets  will  be  included  in  1 .5 
million  50g  cartons  of  Cream  E45. 


Trial  packs  and  information  will 
also  be  sent  out  to  pharmacists, 
health  visitors,  GPs  and  other 
healthcare  professionals.  Crookes 
Healthcare  Ltd.  Tel:  0602507431. 


Wella  are  shocking! 


Wella  are  launching  a  new 
campaign  for  their  unisex  brand 
Shockwaves.  For  the  first  time,  a 
male  model  will  appear  in  the 
advertisements  which  feature  all 


the  styling  products.  It  will  be 
seen  in  such  as  Just  Seventeen. 
Smash  Hits.  Looks.  Jackie  and 
Mizz.  Wella  Great  Britain.  Tel: 
025620202. 


Essential 

Suffolk-based  Kingsmill 
Cosmetics  are  seeking  to  expand 
distribution  of  their  range  of  skin 
and  bathcare  with  herbal  extracts 
range  into  pharmacies. 

The  Essential  Collection  is 
simply  packaged  for  economy,  and 
products  include  marigold 
cleansing  lotion  (£2.59) 
cucumber  toning  water  (£2.39), 
avocado  moisture  balm  (£2.99) 
orchid  hand  and  body  lotion 
(£2.69),  rosemary  conditioning 
shampoo  (£1.89),  water  melon 
foam  bath  (£2.09)  and  a  gift  pack  ol 
four  by  25ml  (£3.99). 

The  Edwardian  range  includes 
sweetbriar  cleansing  cream 
(£4.49),  facial  scrub  with  oatmea 
and  honey  (£3.99),  body  scrub 
with  hazelnut  (£3.99).'  toning 
water  with  mayblossom  (£3.99) 
watercress  skin  shampoo  (£2.99 
brooklime  moisture  essence 
(£4.99),  honeysuckle  hand  anc 
body  lotion  (£4.49),  comfrey  hanc 
cream  (£4.99),  wild  rose  nigh' 
cream  (£5.10)  and  ivy  anti- 
perspirant  (£2.49).  All  Essentia 
and  Edwardian  packs  are  125m| 
sizes. 

And  for  men,  Kingsmill  offe: 
Wild  Oats  aftershave  skin  revive: 
(125ml)  and  moisturising 
aftershave  balm  (150ml),  botl 
£7.95.  Kingsmill  Cosmetu 
Preparations  Ltd.  Tel:  047. 
822300. 


Tidman's  Sea  Salt  has  been 
repackaged.  The  new  desigr 
features  a  turquoise  sea  image  or 
a  250g  salt  drum.  Maldon  Cnsta, 
Salt  Co  Ltd.  Tel:  0621 53315. 


'BACK  THE  DEALER' 
SUMMER  ADS! 


Nelsons  1989  campaign  continues  right  through  the  Summer. 
Our  targetted  schedule  of  titles  include: 


( .( iod  I  li  ilisi T( 'oping  Ideal  \  l<  >m< ■ 
Woman  \  I  lome  I  hv  I  ady 

I  amily  Circle  I  iving 


Prac  hi  al  Parenting 
Mother  \  Baby 
Parents 
I  lere's  I  lealth 

Be  sure  your  stocks  are  ready  PrM  ,„  ,,i ,  |tMith  . .  etc 
-  contact  your  wholesaler  now!  

or  call  us  on  our  Trade  Order  number  0800  289515. 


5  Endeavour  Way. 
Wimbledon,  I  ond 
SW1<)  l»UH 
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Fenox 
relaunched 

Crookes  Healthcare  have 
relaunched  Fenox  decongestant 
spray  and  drops,  with  new  packs 
in  white  and  green.  The  new 
design  improves  shelf  impact  and 
updates  the  brand,  say  Crookes. 

The  company  says  that  the 
relaunch  is  to  coincide  with  a 
marketing  initiative  for  Fenox, 
backed  by  a  POS  package 
available  from  the  Crookes  field 
sales  force. 

The  new  package  includes  a 
"compact  and  eye  catching" 
display  unit  holding  12  sprays  and 
12  drops  and  a  showcard,  both 
featuring  the  new  design.  Crookes 
Healthcare  Ltd.  Tel:  0602  507431. 


USEES 


Fenox 

asa!  Spray 


Eylure's 
Summer 
shades 

Eylure  are  adding  six  new  shades 
to  the  range  of  Work  'N'  Wear 
minute  nails. 

The  new  colours  are:  russet 
red  —  a  burnished  crimson; 
sunburst  —  orange;  toffee  crisp  — 
tan;  hint  of  peach;  candy  floss  — 
pearly  pink;  deep  clover  — 
raspberry  pink. 

Applied  in  seconds,  the  nails 
(RSP£2.89)  are  pre-coloured  and 
said  to  be  styled  in  shorter  length 
with  no  need  for  shaping  or  pre- 
filing.  Eylure  Ltd.  Tel:  063  38 
38611. 


Patter's  Rutin 


offer 


Throughout  the  summer  Potter's 
are  offering  a  10  per  cent  discount 
on  every  purchase  of  Rutin 
tablets.  The  tablets  cost  £16.75 
for  an  outer  of  ten.  Potter's 
(Herbal  Supplies)  Ltd.  Tel:  0942 
34761. 


Cow  &  Gate:  Babyfood 
'crisis'  to  slow  growth? 


Last  year,  the  babymeals  market 
grew  twice  as  much  as  expected, 
but  this  year  Cow  &.  Gate  are 
making  no  predictions  because  of 
the  recent  contamination  crisis. 

Instead  they  will  monitor 
performance  and  keep  the  trade 
updated.  It  will  probably  be 
August  before  the  full  impact  of 
the  crisis  on  sales  can  be 
measured. 

Cow  &  Gate's  "1989 
Babyfoods  Market  Review"  says 
the  total  market  grew  by  18  per 
cent  in  sterling  terms  last  year  to 
£191m  at  rsp.  This  was  more  than 
the  combined  growth  of  the 
previous  two  years.  The  birth  rate 
rose  by  about  3  per  cent. 

Pharmacies  lost  some  ground 
but  managed  to  record  14  per  cent 
growth  and  hold  on  to  55  per  cent 
of  the  market.  Grocers  increased 
their  share  by  28  per  cent,  and 
now  account  for  33  per  cent 
sterling.  Both  sectors  have  taken 
business  from  health  authority 
clinics. 

Babymeals  grew  by  14  per 
cent  to  £80m  —  twice  the  growth 
predicted  in  the  company's 
previous  annual  report.  Unit 
growth  was  11  per  cent. 

The  "wet"  sector  continues 
to  gain  at  the  expense  of  "dry" 
foods  which  declined  by  1.9  per 
cent  in  volume,  compared  with  the 
former's  13.2  per  cent  growth  to 
an  83.7  per  cent  volume  share. 
Grocers  are  still  making  inroads 
into  the  meals  market,  taking  their 
share  of  volume  sales  from  45  per 
cent  to  47  per  cent. 

Growth  in  babymilks  was  also 
greater  than  expected  in  1988  — 
up  23  per  cent  in  value  at  £80m,  a 
16  percent  volume  increase.  The 
trend  towards  900g  sizes 
continues,  and  these  larger  packs 
account  for  75  per  cent  of  milk 
business. 

Pharmacies  and  drug  stores 
continue  to  dominate  sales  with  a 
45  per  cent  share,  compared  with 
29  per  cent  for  clinics,  and  23  per 
cent  for  grocers,  although  the 
latter  are  continuing  to  gain. 

Cow  &  Gate  believe 
manufacturers  face  an  uncertain 
year  as  a  result  of  their  agreement 
not  to  subsidise  supplies  to 
hospitals  or  give  free  samples  to 
health  professionals.  But  the 
report  predicts  an  inflationary 
increase  of  at  least  6  per  cent 
sterling  this  year. 

Baby  drinks  continue  to  be  the 
most  dynamic  sector.  They 
finished  the  year  at  £18. 3m  with 
unit  growth  at  18  per  cent,  way 
above  expectations.  Sterling 
growth  was  19  per  cent.  Syrups 
continue  to  decline  as  mothers 


New  tamper  evident  packs  of  Cow 
&  Gate  babymeals  are  in 
wholesalers  this  week. 
Independents  are  advised  to 
exchange  existing  stock  through 
their  normal  wholesaler.  (C&D 
May20,p852). 

become  more  aware  of  the  sugar 
content  and  now  account  for  only 
10  per  cent  of  the  market, 
compared  with  64  per  cent  in 
1984. 

Ready-to-drink  juices,  which 
did  not  exist  five  years  ago,  now 
claim  57.3  per  cent,  and 
concentrated  juices  24  per  cent. 

Chemists,  who  have  a  68  per 
cent  share  of  the  market,  lost  only 
1  per  cent  to  grocers  during  the 
year.  The  market  is  predicted  to 
grow  by  about  10  per  cent  in  1989. 

The  rusk  market  is  continuing 
to  see  a  revival,  recording  growth 
in  units  and  sterling  for  a  second 
consecutive  year.  Low  sugar 
rusks  take  nearly  40  per  cent  of 
the  market .  Sterling  growth  of  all 
rusks  is  expected  to  be  8  per  cent 
this  year. 

Pharmacies  and  drugstores 
continue  to  dominate,  but  grocers 
gained  5  per  cent  to  a  share  of  45 
per  cent  of  the  market  overall. 

The  total  market  value  of  Cow 
&  Gate  brands  in  1988  was  said  to 
be  £57m,  with  the  company 
maintaining  its  30  per  cent  share 
overall.  Cow  &  Gate  Ltd.  Tel: 
0225  768381. 


Haymine  is 
blistered! 

Haymine  has  been  re-packaged  in 
a  '  'easy-to-use"  blister  pack.  To 
boost  sales  further,  a  counter 
display  unit  is  available  from 
manufacturers  Pharmax 
Healthcare  Ltd.  Tel:  032291321. 


Drink  up  baby 
Robinsons 

Robinsons  Baby  Foods  are 
relaunching  their  range  of  baby 
juices,  and  adding  a  new  variety, 
bringing  the  number  to  five. 

The  pear  and  pineapple  variety 
has  been  taste-tested,  and  the 
results  are  the  best  ever,  say 
Robinsons.  Like  the  four  original 
varieties,  pear  and  pineapple 
contains  vitamin  C. 

Pack  design  now  features 
Spikey,  the  Robinson  hedgehog, 
on  the  front  and  a  new  logo 
appears  to  tie  in  with  the  baby  food 
logo.  The  Spikey  collection 
promotion  now  appears  on  the 
back  of  the  packs.  A  longer, 
"bendy"  straw  replaces  the  old 
straw,  which  makes  the  juices 
easier  for  toddlers  to  drink 
straight  from  the  pack,  say 
Colmans  of  Norwich.  Tel:  0603 
660166. 

Pernamer 
mussels  in 

Reevecrest  have  launched  Joseph 
Corvo  Pernamer  formula,  a  food 
supplement  containing  350mg 
green  mussel  extract  and  75mg 
DL  phenylalanine.  The 
recommended  dosage  is  up  to 
three  capsules  daily  with  food. 

Pernamer  comes  in  outers  of 
six,  giving  a  35  per  cent  profit  on 
packs  of  45  capsules  at  £5.95. 

A  £50,000  spend  to  back  the 
launch  will  include  advertising  in 
the  health  Press  in  the  Autumn, 
says  Reevecrest  Healthcare  Ltd. 
Tel:  0252  726543. 


St  Clements 
support 
childline 

St  Clements  are  running  an  on- 
pack  appeal  to  raise  £20,000  for 
Childline  on  packs  of  1 . 5  litre  PVC 
Orange  and  2  litre  carbonates.  It 
runs  to  the  end  of  the  year. 

Consumers  are  asked  to  send 
in  any  St  Clements  label  and  A.G. 
Barr  will  then  donate  to  Childline 
20p  for  one,  50p  for  two,  £1  for 
three,  and  a  further  50p  for  each 
additional  label  up  to  a  maximum  of 
£20,000.  The  appeal  will  feature 
on  the  St  Clements  television 
commercial  due  to  break  on  June 
5  and  which  runs  in  selected 
regions  until  the  end  of  July. 
Mandora  St  Clements  Ltd.  Tel: 
0623420400. 
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Vantage  baby 
bonus 

Vantage  have  introduced  a 
Summer  bonus  promotional  offer 
on  selected  items  within  its  own- 
label  babycare  toiletries  range. 

A  total  of  eleven  Vantage 
babycare  items  are  on  offer  in  the 
promotion,  which  runs  for  eight 
weeks  from  May  26th  to  July  21st 
1989.  Promotional  items  include 
baby  bathcare  (250ml),  baby  oil 
(250ml),  cotton  wool  roll  (lOOg 
and  300g),  nappy  liners  (200s)  and 
disposable  baby  bibs. 

The  Vantage  summer  bonus 
offers  a  10  per  cent  reduction  to 
members  purchasing  six  trade 
outer  packs  of  any  of  the  own-label 
babycare  items  on  promotion. 
Members  who  purchase  12  trade 
outer  packs  of  any  of  the  baby 
toiletries  included  in  the 
promotional  offer  will  benefit  from 
a  15  per  cent  discount. 
Throughout  the  promotional 
period  members  can  benefit  from 
POR  of  up  to  30  per  cent  on 
selected  items. 

Special-edition,  point  of  sale 
material  will  be  available  from 
(AAH  Pharmaceuticals).  Tel: 
0928  717070. 

Hill's  support 
in  Winter 

A  new  Winter  campaign  for  the 
Hill's  range  of  cough  products  will 
start  later  this  year,  say  new 
distributors,  Countercall. 

Over  100  advertisements  will 
appear  in  national  newspapers  and 
women's  magazines,  say 
Countercall  Ltd.  Tel:  0992 
445995.  

Sterling  Health  have  a  new  counter 
display  for  Andrews. 

The  three-tier  unit  holds  two 
facings  of  Andrews  Answer,  three 
of  the  4oz  tins  of  Andrews,  and 
two  facings  of  the  8oz  Andrews. 
Sterling  Health.  Tel:  0483  65599. 


Bold  Hold... from 
the  US 


Alberto  Culver  are  launching  Bold 
Hold  —  a  styling  range  aimed  at 
11-17  year  olds  —  into  the  UK, 
next  month. 

Bold  Hold  was  launched  in 
America  in  1987,  and  has  achieved 
number  two  oposition  in  the  youth 
market,  say  Alberto  Culver. 

The  UK  Bold  Hold  range  will 
comprise  the  three  top  selling  US 
lines:  fixing  spritz,  £1.49;  200ml 
gel  spray,  £1 .99;  and  125ml  fixing 
gel,  £1.19.  All  the  products  are 
ozone-friendly.  The  company 
says  the  packaging  is 
"eyecatching  with  bright 
graphics". 

The  launch  will  be  supported 
by  a  £1.5m  television  campaign 
from  September,  targeted  on  a 
regional  basis  to  "maximise  on 
high  styling  product  users ' ' .  The 
30-second  commercial  features 


the  words  "holds  hair  longer, 
holds  hair  stronger,"  says  the 
company.  Alberto  Culver  Co.  Tel: 
025657222. 


Nu  sparkle! 

Numark  have  released  further 
details  of  their  15th  anniversary 
Crystal  Celebration  promotion. 
During  June  and  July,  Numark  will 
be  promoting  Numark  own  brands 
heavily  and  offering  over  £50,000 
worth  of  Edinburgh  crystal  in 
prizes. 

There  will  be  three  lucky 
draws  each  month,  with  a  prize 
winner  from  each  of  the  15 
wholesaler  distributor  areas,  a 
Numark  product  display  photo 
competition  in  each  area,  and  free 
Numark  bears  for  the  first  500 
entries,  plus  a  grand  draw  with  a 
limited  edition  punch  bowl  set 
worth  £1 ,000  as  the  star  prize. 

All  orders  of  15  cases  of 
Numark  products,  including  five 
cases  of  Numark  nappies,  qualify 
for  a  lucky  draw  entry. 

Numark  say  that  although  the 
promotion  has  been  organised  to 
celebrate  its  15th  anniversary,  it 


has  also  been  designed  to  build  an 
incremental  business  of  own 
brand  products,  with  almost  the 
whole  package  included  over  the 
promotional  period.  Numark.  Tel: 
0985  215555. 


Colourcare's 
technical 

Colourcare  have  introduced  new 
reprint  and  enlargement  facilities 
which  they  say  improve  quality 
and  cut  service  time  by  half. 

Fuji  23VE  enlargers  have  been 
installed  throughout  Colorcare's 
national  network  of  laboratories 
and  cover  4,  5,  7,  8  and  llin 
enlarements  from  126, 110,  Disc 
and  35mm  full  frame  colour 
negatives. 

Dealers  are  being  offered  new 
interior  and  exterior  display 
materials.  Colourcare 
International,  Tel:  0722412202. 


'Enry's  'Easi 
read' 

Henry-  Cooper,  is  co-hosting  a 
series  of  training  seminars  for 
pharmacists,  which  provide  an 
introduction  to  Grett  Optik's  Easi 
Readers'  self-selected  reading 
glasses. 

Grett 's  training  programme, 
will  continued  throughout  the 
Summer,  and  explains  how 
consumers  can  benefit  from  the 
recent  deregulation  of  the  sale  by 
reading  spectacles.  Grett  Optik 
say  that  63  per  cent  of  people 
polled  would  prefer  to  purchase 
self-selected  spectacles  from  a 
pharmacy. 

For  details  contact  Colin 
Whvbrow.  Grett  Optik.  Tel:  0392 
70999. 


Presenting 
Sebamed 

The  Sebamed  range  of  skin  care 
and  treatment  products  can  now 
be  displayed  in  a  newly  designed 
shelf  reserver  from  Wellcome. 

Based  on  an  interlocking 
modular  system,  the  reserver  will 
be  available  free  to  pharmacists 
from  Wellcome  representatives  at 
the  beginning  of  June.  Wellcome 
Consumer  Division.  Tel:  0270 
583151. 

Soft  &  Pure 
giveaways 

Robinsons  Healthcare  are  offering 
20  per  cent  extra  free  on  50s 
packs  of  Soft  &  Pure  make  up 
wipeaways  until  July.  Wipeaways 
are  impregnated  with  a  fragrance- 
free  cleansing  lotion  and  a  travel 
pack  of  15  wipes  has  recently  been 
launched.  Robinson  Healthcare. 
Tel:  0246220022. 


Cupl 


lex 

Salicyclic  acid,  Lactic  acid  and  Copper  acetate 


'N 1 987  MORE  DOCTORS  PRESCRIBED  CUPLEXTHAN  ANY  OTHER  WART  TREATMENT 


IN  1938  MOREDOCTORS  PRESCRIBED  CUPLEX  THAN  ANY  OTHER  WART  TREATMENT 

whatever  anyone  else  may  tell  you! 


salicylic  acid  and  4°/ 


:id.  yet  i 


as  effective  as  products  containing  16.7%  of  both  salicylic  and 
lactic  acid  (1).  Moreover,  the  self-occluding  gel  formulation  means  that 
messy  applicators  and  expensive,  time-consuming  dressings  are 
unnecessary  -  a  gentle  squeeze  of  the  tube  delivers  Cuplex  directly  onto 
the  wart  and  there's  no  risk  of  broken  glass  (always  a  worry  with  children). 

Credit-card  sized,  plastic  Compliance  Cards  containing  clear,  concise 
instructions  for  use  are  available  on  request.  They  also  emphasise  the 
need  for  regular  applications,  probable  duration  of  treatment  and  where 

FURTHER  INFORMATION  IS  AVAILABLE  ON  REQUEST  FROM 

SMITH  &  NEPHEW  PHARMACEUTICALS  LTD  ,  BAMPTON  ROAD.  HAROLD  HILL.  ROMFORD.  ESSEX  RM3  8SL,  ENGLAND  Te!  04023  49333.  Telex  898058  SMINEPG,  Fax  04023  71316 


Cuplex  can  and  cannot  be  used.  They  offer  a  durable  backup  to  your 
advice  and  encourage  correct,  regular  application.  Thus,  the  treatment 
you  prescribe  is  more  likely  to  be  effective. 

All  in  all,  it's  hardly  surprising  that  Cuplex  is  increasingly  prescribed  by 
doctors  and  recommended  by  pharmacists  -  it  saves  time  and  money  for 
both  patient  and  Health  Service. 
IT  MAKES  SENSE  TO  THINK  OF  CUPLEX  FIRST 

1  Bunney.  M  H  el  al  (1976)  -  Br  J  Derm  94  667-697 
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gfa-Gevaert  Ltd.,  Retail  Products  Division 
7  Great  West  Road,  Brentford,  Middlesex  TW8  9AX.  Tel:  01-560  2131 


AGFA 


A  car,  and 
soft  music 
from  Unichem 

Unichem's  new  Family  Days 
promotion  offers  members  the 
chance  to  win  a  new  Ford  Fiesta 
Popular,  while  their  customers 
will  be  offered  a  free  cassette. 

The  cassette  contains  ten 
"classic"  tracks  by  artists  such  as 
Aretha  Franklin  and  Alison  Moyet 
and  can  be  obtained  by  providing 
six  proofs  of  purchase  from  the 
Unichem  range  of  own-label  family 
products.  These  include:  tissues, 
multivitamins,  toilet  rolls,  films, 
plasters,  rubber  gloves,  foam 
bath,  cod-liver  oil  capsules  and  nail 
polish  remover. 

Unichem  has  produced  a 
Family  Days  showcard,  window 
poster  and  leaflet  to  support  the 
promotion,  and  is  also  running  a 
window  display  competition  on  the 
Family  Days  theme  for  all 
participating  pharmacists,  with  a 
Ford  Fiesta  Popular  as  a  first 
prize. 

Second  prize  is  a  Sharp  CD 
midi  system  with  a  remote  control 
while  there  are  ten  runner-up 
prizes  of  Sanyo  mini  stereo  radio 
cassette  systems. 

The  closing  date  for  the 
competition  is  August  31  1989, 
and  the  panel  will  include  John 
Skelton,  Editor  of  Chemist  & 
Druggist,  Tony  Foreman  assistant 
marketing  director  of  Unichem, 
and  Peter  Stovold  from 
Unichem's  agency. 

All  participating  pharmacists 
will  receive  a  free  copy  of  the 
cassette  with  every  25  packs 
ordered  from  the  Family  Days 
range  and  a  25  per  cent  discount. 
Pharmacists  will  also  be  given  two 
of  the  tapes  free  when  they  order 
35  packs.  Unichem.  Tel:  01-391 
2323. 

AAH's  June 
fop  offers 

AAH  Pharmaceuticals' June  "top 
offers"  promotion  features  Body 
Mist  deodorant,  Colgate  dental 
cream  and  toothbrushes,  Durex 
condoms,  Gillette  shaving  foam, 


COUNTER 


Johnson  &  Johnson  baby 
products,  Kleenex  for  men, 
Kleenex  tinted  tissues,  and 
Kleenex  toilet  tissue. 

The  Lynx  range  of  body 
sprays  and  shower  gels  for  men, 
the  Pennywise  regular  and  super 
sanitary  towels,  extra  full  packs  of 
Silkience  shampoo,  conditioner, 
hairspray  and  styling  mousse  are 
also  featured  in  the  promotion, 
together  with  Soft  &  Pure  cotton 
wool  rolls,  pleats,  cosmetic  pads 
and  cotton  wool  balls.  AAH 
Pharmaceuticals.  Tel:  0928 
717070. 


mm 


Unichem's 
June  swoon 

During  June  Unichem  are  offering 
members  discounts  on  a  selection 
of  branded  products  including 
Cussons,  Anadin,  Elastoplast, 
Johnson  and  Johnson,  Optrex, 
Gillette  and  Andrex.  There  is  also 
a  special  offer  on  Unichem '  s  own- 
label  film,  said  to  give  members  a 
profit  on  return  of  39  per  cent. 

The  special  prices  apply  to  all 
qualifying  orders  placed  during 
June.  Unichem.  Tel:  01-391 2323. 

Very  fishy... 


Vantage  have  launched  two  cold 
liver  oil  supplements. 

These  are  Vantage  cold  liver 
oil  liquid  (300ml,  £2.15)  and 
Vantage  cod  liver  oil  capsules  (120 
rrp  £2.15).  They  are 
manufactured  by  Marfleet 
Refining,  Hull  and  contain  pure 
cod  liver  oil. 

Outers  of  six  cost  £7.50  trade. 
AAH  Pharmaceuticals  Ltd.  Tel: 
0928  717070. 


Allergan  stress 
CFC-free  content 


Allergan  Optical  say  their  saline 
solutions  have  been  available  in 
non-CFC  aerosols  for  many- 
years,  and  the  company  is  now  to 
emphasise  the  fact  to  consumers 
with  a  shelf  display  case  to  draw 
attention  to  the  Lens  Plus  range. 

A  new  advertisement  for 
LC-65  surfactant  cleaner, 
headlined  "Leader  of  the  pack"  to 
highlight,  say  Allergan,  the 
product's  market  leading  status, 


and  featuring  a  female  biker,  has 
also  been  produced  as  a 
showcard. 

The  company  has  also 
produced  a  wall  guide  covering  all 
its  products  to  help  pharmacy  staff 
select  the  right  solutions  for 
particular  lenses,  with  a  guide  on 
how  the  solutions  should  be  used. 

A  corporate  mailshot  is  being 
distributed  to  pharmacies  through 
Countercall.  Tel:  021  3560478. 


Chefaro  Proprietaries  are 
encouraging  consumers  to  tan 
safely  this  Summer  by  inviting 
them  to  phone  the  Bergasol 
Tanline,  a  tanning  advice  line 
which  comes  on  stream  at  the 
start  of  June  (0898  332244). 

Callers  will  be  given  general 
information  on  tanning  and  how 
individual  responses  to  sunlight 
differ,  before  being  asked  to  key  in 
their  own  skin  type  for  more 
detailed  advice.  They  will  also  be 
invited  to  enter  a  competition 


Bergasol's  hot 
tanning  tips 


offering  prizes  of  Mediterranean 
holidays. 

Chefaro  say  that  the  Bergasol 
Tanline  forms  part  of  a  £0.75m 
support  package  for  Bergasol's 
suncare  ranges  this  Summer,  and 
will  be  promoted  throughout  the 
South  East,  London  and  the 
Home  Counties  with  Press 
advertisements  in  the  Daily  Mail 
and  London  giveaways  in  Ms 
London  and  Girl  About  Town. 
Chefaro  Proprietaries  Ltd.  Tel: 
0223420956. 


ON  TV  NEXT  WEEK 

GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 

U  Ulster                         SK  Sky 

G  Granada                      STV  Scotland  (central) 

A  Anglia                         Y  Yorkshire 

TSW  South  West              HTY  Wales  &  West 

TTY  Thames  Television      TVS  South 

TV-am  Breakfast              TT  Tyne  Tees 

Television 

Allereze  Plus: 

All  areas 

Andrex  facial  tissues: 

STV,C,A,TTV,C4,TVam 

Contac  400: 

TVam 

DDD's  Stain  Devils: 

TVam 

DDD's  Colour  Run: 

TVam 

Goldseal  batteries: 

GTV,U,STV,BTV,TSW,TVS 

Nice  'N  Easy: 

C.LWT 

Optrex: 

All  areas  except  LWT  &  TVam 

Plax: 

All  areas  except  CTV  &  TVam 

Preparation  H: 

GTV,U,STV,G, CATVS 

Reach  toothbrushes: 

TVam 

Showerfresh: 

All  areas 

Simple  skin  care  range: 

All  areas  except  LWT  &  TVam 
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READYMADE 


RcadySpcx 

READING  GLASSES 

AN  UNBEATABLE  PROFIT  MAKER! 


4  OUT  OF  5  OVER 

40  YEAR  OLDS  NEED 

READING 
GLASSES 


RCADY 

£1Q*  *lft  3  STYLES  SELLING  AT  

£2.99 


*\H^  HALF 
«  ^  EYES 

*  At  P 


JjAir  -  -~, 

FASHION 
FRAMES 


.99 


FASHION 


WITH 
BRITISH 
LENSES 


€9.99 


THE  VERY  BEST 

OF  R€&LWSE 

QUALITY  GLASSES 


H  Alt  - 


NATIONALLY  ADVERTISED  &  FEATURED  ON  TV 
H  H^F H  ,4F^&. 


A  GUARANTEED  QUALITY  PRODUCT 
BY  CROWN  EYEGLASS  pic. 


SEND  FOR  YOUR  STARTER  PACK  INCLUDING  FREE  DISPLAY  STAND 


R'spex  £2  99 
R'spex  £499 
R'spex  £999 
Cases  ('/2  eye) 
Cases  (full-size) 
Cords 


Qiy 


9 
18 
18 
10 
20 
10 


Unit  Cost       Total  Cost      Total  Retail  1  "™"  —  ™ 

(excl.  VAT)      (excl.  VAT)        Value       Please  send  me  READYSPEX  starter  packs.  I  enclose  cheque  for  £180.44  (inc.  V  A  T.)  for 

(Incl.VAT)  I  eacn  Pack  payable  to  Readyspex  Ltd.,  or  please  debit  my  Access  or  Visa  Account. 

1  I  1  1  1  1  1  1  1  1  1  1  1  1  1  1  1  1        Card  Expiry 

|  NO.    I       I       I       I       I       I       I       I       1       I       I       I       I       I       I       I       I        Date  Month   Year   


1  70 
220 
500 
.25 
35 
25 


15.30 
39.60 
90.00 
2.50 
700 
2.50 

156.90 


n 


26.91 
89.82 
179.82 

5.00 
15.00 

5.00  | 

321.55  | 


Signature 


Card  Holders  Address 

BLOCK  CAPITALS  PLEASE 


Company  Name  . 
Delivery  Address . 


TOTAL  COST  OF  STARTER  PACK 
£180.44  Inc.  V.A.T.  @  15%  (£23.54)  

ORDER  BY  'PHONE 

Credit  card  holders  call  0254  680010  (24  hr.  ans. 
mach  )  Please  quote  your  name,  address,  credit 
card  no  and  expiry  date.  State  the  quantity  of 
starter  packs  required  and  this  reference  no  CD4  J  Date  Received 


Tel 


SEND  TO  READYSPEX  LTD  GLENFIELD  PARK  NORTHROP  AVENUE.  BLACKBURN  BB1  5QF  (Maximum  delivery  28  days! 
FOR  OFFICE  USE  ONLY   "  


.Customer  Quote 


C  D  4 


PRESCR 


Lipantil  capsules 


Manufacturer  Bristol  Myers 
Pharmaceutical,  Swakeleys 
House,  Milton  Road,  Ickenham, 
Uxbridge  UB10  8NS 
Description  White  capsules 
each  containing  lOOmg  fenofibrate 
Uses  Reduction  of  elevated 
serum  cholesterol  and 
triglycerides  in  the  treatment  of 
severe  hyperlipidaemias  where 
dietary  measures  alone  are 
inadequate.  Lipantil  has  a 
uricosuric  effect  and  is  of 
additional  benefit  where  plasma 
uric  acid  levels  are  increased 
Dosage  Initially  300mg  daily,  in 
divided  doses.  Normal  adult 
dosage  is  recommended  in  the 
elderly.  In  children  the  dose  level 
is  5mg/kg/day.  Lipantil  should 
always  be  taken  with  food. 
Response  should  be  monitored  by 
serum  lipid  values  and  dosage 
altered  within  the  range 
200mg-400mg  daily  as  necessary 
Side  effects  Most  commonly 
reported  are  mild  gastrointestinal 
disturbances,   skin  reactions, 


headaches,  fatigue  and  vertigo. 
Sexual  asthenia  and  muscle 
cramps  are  less  frequently 
reported.  No  evidence  of 
increased  incidence  of  gallstones 
Contraindications,  warnings, 
etc  Severe  liver  dysfunction, 
existing  gall  bladder  disease, 
severe  renal  disorders, 
hypersensitivity,  pregnancy, 
lactation.  In  renal  dysfunction  the 
dose  may  need  to  be  reduced.  See 
Data  Sheet.  In  patients  receiving 
anticoagulant  therapy,  the  dose  of 
anticoagulant  should  be  reduced 
by  about  one  third  at  the 
commencement  of  treatment, 
then  adjusted  as  necessary.  In 
vitro  studies  suggest  displacement 
of  phenylbutazone.  Possible 
interactions  with  oral 
hypoglycaemic  agents  should  also 
be  considered 

Supply  restrictions  POM 
Packs  21  £4.95,  84  £19.80,  both 
prices  trade 

Product  licence  0125/0189 
Issued  June  1989 


Astra  launch  proton 
pump  inhibitor 


New  from  Astra  is  an  anti-ulcer 
agent,  omeprazole,  a  specific 
inhibitor  of  the  gastric  proton 
pump  in  the  parietal  cell. 

It  reduces  gastric  acid 
secretion  by  binding  to  the 
enzyme  ATPase. 
Manufacturer  Astra 
Pharmaceuticals  Ltd,  Home  Park 
Estate,  Kings  Langley,  Herts, 
WD4  8DH 

Description  Hard  gelatin 
capsules  with  an  opaque  pink  body 
marked  "20"  and  an  opaque 
reddish-brown  cap  marked 
' '  A/OM ' ' .  Each  capsule  contains 
omeprazole  20mg  as  enteric- 
coated  granules 

Uses  Benign  peptic  ulcers 
unresponsive  to  conventional 
therapy,  Zollinger-Ellison 
syndrome 

Dosage  Duodenal  ulcer:  20mg 
once  daily  for  four  weeks.  Gastric 
ulcer:  20mg  once  daily  for  eight 
weeks.  In  severe  cases  doses 
may  be  increased  to  40mg  once 
daily.  Long  term  maintenance 
treatment  is  not  recommended. 
Zollinger-Ellison  syndrome: 
Initially  60mg  daily,  adjusted 


individually  and  continued  for  as 
long  as  clinically  indicated.  Dose 
range  has  varied  from  20-120mg 
daily.  Doses  above  80mg  should 
be  divided  and  given  twice  daily 
Side  effects  Nausea,  headache, 
diarrhoea,  constipation  and 
flatulence,  skin  rashes 
Contraindications,  warnings 
etc  No  known  contraindications. 
May  alleviate  symptoms  and  delay 
diagnosis  of  gastric  ulcer,  so 
exclude  possibility  of  malignancy 
before  starting  treatment.  Avoid 
in  pregnancy  unless  there  is  no 
safer  alternative.  Can  delay 
elimination  of  diazepam, 
phenytoin,  and  warfarin.  Levels  of 
phenytoin  or  warfarin  should  be 
monitored  as  dose  reduction  may 
be  required 

Supply  restrictions  POM 
Pharmaceutical  precautions 

Use  within  one  month  of  opening. 
Replace  cap  firmly  after  use. 
Dispense  in  original  containers 
Packs  Bottles  of  5  (£6.49),  or28 
(£36.36,  both  prices  trade) 
capsules 

Product  licence  0017/0238 
Issued  June  1989 


Drainable 
Preference 

A  drainable  version  of  the  Biotrol 
Preference  stoma  bag  has  been 
added  to  Clinimed's  stoma  care 
range  and  is  available  on  FP10. 

The  new  drainable  bag  joins 
the  closed  version  introduced  by 
the  company  last  year  and  is  a  one- 
piece  bag  designed  to  offer  the 
highest  level  of  skin  protection  and 
security  to  ileostomists  and 
colostomists  requiring  a  drainable 
bag,  says  the  company. 

The  ultra  thin  Biotrol  skin 
protector  provides  a  long  lasting 
seal  around  the  stoma  and 
protects  sensitive  skin.  This  is 
surrounded  by  a  collar  of  porous, 
hypo-allergenic  adhesive  to 
provide  extra  support. 

Biotrol  Preference  bags  are 
made  from  lightweight,  skin-tone 
odourproof  plastic  film  and  have  a 
super-soft  fabric  backing. 

Biotrol  Preference  Drainable 
and  Preference  Closed  stoma 
bags  are  available  in  a  range  of  pre- 
cut  aperture  sizes  from 
15mm-60mm  in  packs  of  30 
(£50.75  trade). 

Clinimed  say  that  25-60mm 
sizes  are  listed  in  the  current 
Tariff  but  the  20mm  size  was 
inadvertently  omitted  and  will 
appear  in  the  July  edition. 
Prescriptions  for  20mm  bags  will 
be  reimbursed,  says  the 
company. 

Further  information  or 
samples  of  Biotrol  Preference  are 
available  from  the  Clinimed 
Advisory  Service,  Tel;  0800 
585125.  dimmed  Ltd.  Tel:  0494 
444027. 


New  kit 
for  warts 

Dermal  Laboratories  have 
launched  a  treatment  pack  for 
wart,  callus  and  corn  removal. 

Salatac  kits  (£5.28)  contain  a 
tube  of  Dermal 's  new  keratolytic 
gel,  an  emery  board,  a  special 
applicator  nozzle  and  detailed 
patient  instructions.  The  gel  is 
classified  "P",  but  the  company 
anticipates  demand  being  through 
GP  and  dermatologist  scripts. 

Salatac  is  a  clear,  viscous  gel 
containing  salicylic  acid  12pc  and 
lactic  acid  4pc.  It  also  contains 
camphor,  pyroxylin,  (96  percent) 
and  ethyl  acetate.  It  is  applied 
once  daily  to  the  affected  site  and 
it  may  take  up  to  12  weeks  for  the 
wart,  corn  or  callus  to  disappear. 
Dermal  say  the  complete  kit  can 
be  dispensed  against  FPlOs  calling 
for  "Salatac  gel  1  op".  The 
product  licence  number  is 
0173/0046.  Dermal  Laboratories 
Ltd.  Tel:  046258866. 


i 


SentialE 

Pharmacia  Ltd  have  introduced 
Sential  E  cream  (lOOg,  £2.97) 
containing  the  base  of  Sential 
cream  (urea  4  per  cent  and  sodium 
chloride  4  per  cent),  but  no 
hydrocortisone. 

The  GSL  product  is  indicated 
for  the  relief  of  dryness,  scaling 
and  itching  of  the  skin,  for 
application  twice  daily.  The 
product  licence  is  0009/0064. 
Distributors,  Farillon  Ltd.  Tel:\ 
04023  71136. 


BRIEFS 


Bencard  are  re-introducing  their 
allergy  skin  testing  kits:  series  I 
and  series  II  are  both  £95  trade. 
Individual  skin  testing  solutions 
will  not  be  available.  Bencard.  Tel: 
01-5605151. 


Norgine  Ltd  have  decreased  the 
price  of  the  following  packs  of 
Normacol  and  Normacol  plus  7g 
sachets:  Normacol  60s  £4.77, 
Normacol  plus  10s  £0.96  and  60s 
£5.11  (all  prices  trade).  This  is  to 
make  the  larger  bulk  packs  and  60 
sachet  pack  of  each  product  the 
same,  on  a  per  gram  basis,  say 
Norgine  Ltd.  Tel:  0865  750717. 


Boehringer  say  that  Catapres  tablets 
lOOmcg  are  to  be  supplied  in  packs 
of  84  (£5.39),  50  and  250  tablet 
packs  will  be  discontinued. 
Persantin  tablets  25mg  are 
available  in  an  OPD  of  84  (£3.17, 
both  prices  trade).  Boehringer 
Ingelkeim  Ltd.  Tel:  0344  424600. 

Pfizer  announce  the  second  phase 
of  their  conversion  to  OPD.  The 
following  will  be  available  from 
June  5:  Hypovase  tablets  0.5mg 
(£2.41),  lmg  (£3.10),  2mg 
(£4.21)  and  5mg  (£9.07),  all  56s 
and  Vibramvcin  capsules  lOOmg 
(8  £4.18)  and  D  tablets  lOOmg  (8 
£4.91,  all  prices  trade).  Pfizer  Ltd. 
Tel:  0304  616161. 


Absolute  Alcohol 


Synthetic  quality  available  to  British  and  all  well  known  International  Specifications  and  Pharmacopoeias. 


James  Bur  rough  (EA.D.)  Ltd. 

356  Kenmngton  Road  London  SE 11  4LD  Tel  015820232 
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Bright  lights,  big  city, 
for  exhibition  time 


Come  to  London  for  Chemex  and 
take  in  Gaugin,  Andy  Warhol  and 
two  major  photographic 
exhibitions  at  the  same  time. 
These  are  among  the  many 
attractions  London  has  to  offer 
September  visitors. 

The  Gaugin  paintings  will  be 
on  show  at  the  Royal  Academy  of 
Arts  in  Piccadilly,  together  with  an 
exhibition  on  "The  Art  of 
Photography".  Andy  Warhol 
paintings  will  be  displayed  at  the 
Hayward  Gallery  on  the  South 
Bank,  while  photographs  of  him  at 
work  can  be  seen  at  the  Victoria 
and  Albert  Museum,  South 
Kensington. 

The  Victoria  and  Albert  will 


also  be  running  an  exhibition  of 
Scandinavian  ceramics,  plus  "A 
Vision  of  Britain , "  an  exhibition  of 
British  architecture  based  on  the 
book  written  by  Prince  Charles. 

The  Barbican  Art  Gallery  will 
be  holding  an  exhibition  charting 
the  rise  of  British  contemporary 
art  photography.  Held  to  mark  the 
150th  anniversary  of  the  birth  of 
photography,  "Through  the 
Looking  Glass"  concentrates  on 
photography  as  an  art  form  rather 
than  a  commercial  enterprise. 

The  Barbican 's  Concourse 
Gallery  will  show  contemporary 
art  from  the  Islamic  world,  a 
collection  of  300  paintings, 
sculptures,  prints  and  ceramics 


from  the  Jordan  National  Gallery, 
Amman. 

Many  of  the  concert  halls  and 
opera  houses  have  not  yet 
finalised  their  programmes,  but 
the  Royal  Festival  Hall  is  including 
Beethoven  and  Strauss  in  its  plans 
for  the  evening  of  September  24 . 
At  the  Barbican  Centre,  the 
National  Symphony  Orchestra  will 
play  Brahms  Double  Concerto 
with  soloists  Paul  Tortelier  (cello) 
and  Josef  Suk  (violin)  on 
September  24. 

And,  especially  for  any  Druids 
among  the  delegates  ...  the 
Autumn  Equinox  celebrations  will 
take  place  at  Primrose  Hill,  NW1 
on  September  23. 


The  first 
of  many 
offers . . , 


New  improved 
facilities  at  show 
venue 


Olympia's  National  Hall,  venue  for 
Chemex  on  September  24-25,  has 
improved  facilities  after  a  major 
refurbishment  programme  last 
year. 

Situated  on  Hammersmith 
Road,  the  hall  has  easy  access  to 
London's  West  End  and  the  M4 
and  M40  motorways.  The 
Intercity  station  at  Kensington 
(Olympia)  provides  direct  rail  links 
between  the  North-West, 
Midlands,  Kent  and  Sussex, 
including  Gatwick  Airport.  A 
regular  Tube  service  also  runs 
from  Kensington  (Olympia) 
station  which  is  situated  just 


outside  the  exhibition  halls. 

There  is  parking  for  450 
vehicles  in  the  multi-storey  car 
park,  which  is  behind  the  Olympia 
building. 

Expotel,  a  leading  hotel 
booking  agency,  have  put 
together  money-saving  packages 
that  include  reductions  on 
accommodation  and  travel. 
Reductions  on  theatre  tickets  can 
also  be  obtained  for  groups. 
Details  are  available  from  the 
special  events  desk,  Expotel, 
Banda  House,  Cambridge  Grove, 
Hammersmith,  London  W6  OLE. 
(Tel:  01-741  4411). 


C&D  has  received  early 
information  of  some  of  the  many 
special  offers  available  to  Chemex 
visitors. 

iagnivision  will  be  offering  a  20  per 
cent  discount  on  opening  orders  at 
Chemex  only.  Five  display  stands 
will  be  on  show. 

iars  Confectionery  will  offer  free 
samples  of  a  range  of  Mars 
products  and  a  free  draw  to  win  a 
fully  stocked  unit.  Visits  to 
individual  outlets  can  be  arranged 
during  which  regional 
merchandisers  will  give  advice  on 
range,  supply  and  free  units 
tailored  to  specific  needs. 
Point  of  Sale  Centre  Ltd  will  give  15 
per  cent  discount  on  all  orders 
placed  at  the  exhibition. 
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Not  a  'snip7 
for  pharmacy 

I  read  with  interest,  and  some 
dismay  and  concern,  Mr 
Boucher's  explanation  of  his 
continuing  practice  of ' ' snipping ' ' 
caJendar  packs  (May  20,  p885).  If 
community  pharmacy  is  to 
progress  from  a  scientifically 
trained  craft  to  a  scientifically 
trained  profession,  surely  we 
must  raise  ourselves  away  from 
the  shop  keeper  level  to  that  of 
true  professional  operating  in  a 
retail  environment.  The 
Pharmaceutical  Services 
Negotiating  Committee  is 
continuing  its  negotiations  for 
payments  for  our  extended  role.  If 
this  extended  role  is  progression, 
then  surely  "snipping"  is 
regression! 

Without  the  continuing,  and 
often  neglected  and  mis- 
understood efforts  of  this 
Committee,  community  pharmacy 
would  not  be  enjoying  its  present 
healthy  position.  Their  clear 
explanations  of  the  Drug  Tariff, 
when  read,  show  concisely  the 
exact  payments  of  prescriptions 
dispensed  by  chemist  contractors. 
Any  pharmacists  who  do  not 
spend  sufficient  time  in  reading 


the  Tariff,  are  liable  to  suffer 
serious  loss  in  the  re- 
imbursement of  their  drug  costs. 
This  pharmaceutical  bible,  when 
applied  to  NHS  dispensing, 
enables  chemist  contractors  to 
maximise  their  drug  ingredient 
payments.  Those  who  neglect  the 
efforts  of  the  PSNC  and  the  Drug 
Tariff,  do  so  at  their  financial  peril . 


David  Thomas 

Wolverhampton 


Unkind  cut? 

Are  pharmacists  becoming  so  lazy 
that  they  are  not  prepared  even  to 
pick  up  and  use  a  pair  of  scissors? 
I  refer,  of  course,  to  what  Xrayser 
calls  "snipping". 

It  may  not  have  crossed  the 
minds  of  the  Pharmaceutical 
Services  Negotiating  Committee 
that  the  prescribing  doctor  was 
fully  aware  of  what  the  chemist 
was  doing  and  so,  for  excellent 
reasons  and  in  the  patient's 
interest,  asked  him,  via  the  FP10, 
to  provide  a  certain  number  of 
tablets  —  no  more  and  no  less.  It 
is  no  business  of  the  chemist  to 
give  more,  either  through  idleness 
or  for  financial  gain.  So  26  tablets, 
28  or  even  1 5 ,  means  what  it  says . 


Xrayser  is  correct! 

However,  he  does  have  a  bit  of 
a  cheek  (and  I  hope  that  is  where 
his  tongue  is!)  when  he  suggests 
that  he  should  be  paid  for  any 
remnants  due  to  snipping.  Off- 
snips  are  not  broken  bulk  and 
chemists'  assistants  should  be 
able  to  count  sufficiently  well  to 
include  them  in  the  next 
prescription! 


David  Roberts 

Chairman,  Dispensing  Doctors' 
Association 


AIDS  barrier? 

The  letter  by  H.  Vosper, 
manager,  retail  marketing,  Wyeth 
Laboratories,  published  on  May  6 
was  somewhat  misleading. 

While  the  sponge  and  indeed 
the  diaphragm  are  barrier 
methods  of  contraception  offering 
some  protection  against  STDs, 
they  cannot  prevent  the  AIDS 
virus  from  entering  the  vagina. 
Barrier  methods,  apart  from  the 
condom,  only  protect  the  cervix 
and  the  womb. 


Clive  R.  Kitchener 

Director,  LRC  Products  Ltd 


What     fv&  of  mothers 
have  been  waiting  for. 

(Source:  MSS  Marketing  Research  Ltd.  Bristol) 

lUDCI 

Gooff) 

UNIQUE  -  SEALABLE  -  2-PIECE  TRAINER 


National  Advertising  and  PR  Campaign 
Launch  June  9th,  1989 

Special  introductory  advertising 
feature: 

FREE  PRIZE  DRAW  -  Win  a  Weekend^ 
for  two  in  Paris  (drawn  31-10-89)  ':/*" 

M 

Mothers  will  be  asking  for 
this  product! 

Make  sure  you  have  stock, 
ORDER  NOW! 

from  your  local  wholesaler. 

SNAP-FIT  TWIST-SEAL  THUMB -GRIP  ' 

For  further  details  and  Point  of  Sale  material,  contact  Beverley  Barry,  Product  Technology,  16  Raglan  House,  Llantarnum  Park,  Cwmbran,  Gwent,  NP44  3 AX  Tel  0633-838080 
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WE'RE  BLOWING  £50,000 
ON  PRIZES  FOR  NUMARK  CHEMISTS 


Now,  more  than  ever,  it  pays  to  be  a 
Numark  Chemist. 

Our  Crystal  Anniversary  will  be  celebrated 
with  a  mammoth  two  month  promotion 
during  June  and  July  with  exquisite 
Edinburgh  Crystal  glassware  worth 
over  £50,000  to  be  won  by  Numark  Chem 

Three  lucky  draws  each  month  -  a  prize  winner  from 
each  of  our  1 5  wholesale  distributor  areas  in  each  draw 
-  and  a  final  grand  draw  with  a  fabulous  Limited  Edition 
punch  bowl  set  worth  £1 ,000  as  the  star  prize. 

All  orders  of  15  cases  of  Numark  products  (including 
5  cases  of  Numark  Nappies)  qualify  for  a  lucky  draw  entry. 

The  first  500  lucky  draw  entries  opened  will  each 
receive  a  free  Numark  Teddy  Bear  complete  with  a  kit  to 
run  their  own  consumer  lucky  draw. 


And  there's  more:-  A  Numark  product  display 
photo  competition  provides  the  opportunity  for 
15  more  Numark  Chemists  (one  in  each 
distributor  area)  to  win  superb  Limited 
Edition  engraved  crystal  vases. 

It's  crystal  clear  -  you  must  be  on  a 
winner  with  Numark  products. 
For  more  information,  contact  your  local  wholesaler 
or  telephone  Geoff  Bass  on  0985  2 1 5555. 
Remember,  with  Numark  even  if  you  don't  win,  you  gain. 


THE   BRIGHTEST  WAY  TO  SHOP 


Of  course  we  look  younger,  spent 
millions  of  pounds  on  a  facelift. 

As  you   can   see,  Palmolive  looks  b  etter  than   ever  before. 
It's  younger,  fresher,  more  stylish,  more  exciting. 

That's    because    we've    comp  letely    redesigned    the  brand 
to   broaden   its  appeal. 

First,    we    repackaged    the    traditional    Palmolive  Classic 
Green    and    Natural    White   soaps,    with    soft    new  fragrances, 
a  new  bar  shape  and  stylish  new  pack  designs. 

Next    we    created    a    brand    new    soap    for    women  that's 
especially  kind  to   skin.  It's  called  Palmolive  Extra  Care. 

Palmolive    Extra    Care    is    fragrance-free    and  colour-free, 
so  it's  gentle  even  on  the  most  delicate  complexion. 

It  comes  in  an  elegant  Palmolive  box,  adding  extra  value 
in   tne  eyes  o  f  the  consu  mer. 

Best   of  all,   we  re   announcing   all    tk  is   in   a  massive 
£1,000,000    colour    campaign    in    women's    press    and  sup- 
porting   it    with    a    doordrop    of    three    million    samples  and 
c o  u  po  n  s. 

With    a    new    product,    new   packaging   and    a    whole  new 
image,  things  are  looking  good  for  Palmolive  Soap. 

wh  ich   means  that  th  ings  are  also  looking  good  for  you. 


EXTRA  CARE 
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KINCARE 


The  smooth  regime 


One  day,  cosmetologists  may  discover  that  elusive  elixir  of  everlasting  youth, 
so  everyone  can  have  wrinkle-free  skin  when  they  are  90.  While  we  are  still 
some  way  from  that  day,  a  number  of  products  have  emerged  over  the  past 
few  years  that  claim  to  do  the  next  best  thing  and  delay  or  prevent  the 
ravages  of  tima  But  many  believe  that  the  secret  lies  in  following  a  basic 
cleanse,  tone  and  moisturise  regime  everyday. 

A  flick  through  the  opening  pages  of  any 
premium  women's  magazine  will  reveal 
photographs  of  beautiful,  "ageless"  women, 
with  flawless  complexions,  promoting  the 
benefits  of  complex  chemicals  with  purported 
cellular  actions.  The  cosmetic  houses  offer 
high-tech  names  like  Triple  action  ceramides 
in  Chanel's  Hydrasysteme,  Rubinstein's 
proteoglycan  intercell  communicators  — 
Transglycans  —  and  Lancome  cross  the 
boundaries  of  chrono-cosmetology  with 
niosomes. 

Of  course  premium  products  command 
premium  prices  and,  while  some  woman  are 
prepared  to  pay  around  £30-50  for  these 
"smooth-talking"  lotions,  many  disregard 
claims  and  rely  on  basic  cleanse,  tone, 
moisturise  routines  to  maintain  good  looks. 

The  toiletry  sector  still  forms  the  bulk  of 
the  skincare  market.  The  total  market  was 
worth  £337. 2m  sterling  in  value  terms  last 
year  (SDC ) ,  an  increase  of  13  per  cent  year  on 
year  from  1987*s  £298.4m.  The  toiletry 
sector,  forming  57  per  cent  of  the  skincare 
market,  grew  by  16  per  cent  last  year, 
spurred  on  by  a  number  of  launches  from 
manufacturers  keen  to  get  in  on  the  regime 
front,  in  a  period  that  has  been  one  of  the  most 
active  in  recent  years. 

The  route  chosen  by  most  was  to  launch 
regime  skincare  under  a  brand  name  already 
firmly  established  in  another  personal  care 
category.  Elida  Gibbs  used  the  brand  leader  in 
the  shampoo  market,  Timotei,  to  make  them 
stronger  in  skincare. 

'  'We  realised  some  years  ago  that  skincare 
was  one  of  the  areas  showing  major  growth 
that  we  weren '  t  very  big  in , "  says  Simon  Bell , 
brand  manager  for  Timotei  skincare. 

After  looking  at  several  concepts,  Gibbs 
launched  the  "satellite"  or  "umbrella"  range 
of  cleansing  lotion,  facial  wash,  freshener  and 
moisturiser,  based  on  the  "natural  and 
gentle ' '  herbal  premise  of  Timotei  haircare . 

The  launch  last  August  was  backed  by  a 
heavy  television  advertising  campaign,  with 
£2. 3m  spent  in  the  first  six  months  giving 
mutual  benefit  to  the  "mother"  brand:  "At 
the  end  of  '88  shampoo  brand  share  went  up 
significantly,  even  though  it  hadn't  been 
advertised  for  six  months, ' '  says  Mr  Bell. 

Mass  market  range  from  L'Oreal 

L'Oreal,  also  best  known  for  haircare  in  the 
UK,  launched  Plenitude,  a  range  of  five  basic 
skincare  items  and  four  '  'anti-ageing"  creams 
that  had  been  out  in  France  since  1982. 
L'Oreal  claim  Plenitude  is  the  number  one 
French  mass-market  skincare  range  and  say 
that  sales  doubled  from  two  to  four  million     Now  there's  no  age  limit  to  looking  good,  say  ]&} 


Herbal  skincare  from  Timotei 's  secret  garden 

units  in  1988,  compared  with  the  previous 
year.  Like  Timotei,  the  launch  has  been 
backed  by  a  heavy  television  advertising  and 
sampling  campaign,  with  a  spend  of  around 
£3. 3m. 

Niche  market  women  over  40,  who  have  a 
higher  than  average  usage  of  skincare,  were 
offered  Special  Care  by  Empathy  last  October. 
Johnson  &  Johnson  say:  "Empathy  has  been 
extremely  successful  as  a  haircare  brand.  Our 
research  showed  that  women  over  40  are 
delighted  to  have  products  targetted  at 
them." 

Like  haircare,  the  emphasis  is  on  '  'putting 
back  what  time  has  taken  away",  and 
moisturising  and  replenishing  ingredients 
feature  heavily  in  the  range  of  cleansing  lotion, 


moisturising  lotion,  moisturising  cream  and 
hand  and  body  lotion,  all  with  added  UVA 
filter. 

Companies  long-established  in  skincare, 
seem  to  have  decided  that  the  time  was  right 
to  move  into  regime.  Smith  &  Nephew,  brand 
leaders  in  the  general  purpose  sector  with 
Nivea,  launched  Facials,  "to  exploit  the 
dramatic  growth  and  potential  in  regime". 

"An  increasing  number  of  women  are 
seeking  a  more  structured  approach  to 
skincare  as  fulfilled  by  consultancy  brands  but 
with  more  realistic  product  proposition  and 
costs,"  say  Smith  &  Nephew. 

Facials  has  been  specifically  developed  to 
meet  the  needs  of  this  "new  consumer 
group"  and  comprises,  cleanser,  toner 
moisturiser  and  washcream,  all  with  an 
emphasis  on  lightness  of  formulation  and 
suitability  for  sensitive  skin.  Smith  &  Nephew 
also  added  a  moisturising  body  mousse  to 
Nivea  last  year.  Now  the  brand  covers 
products  for  face  and  body,  bath,  hair  and  sun 
protection,  "to  fulfill  the  rightful  beauty 
demands  of  women  today. ' ' 

Beecham  also  made  a  mass  attack  on  the 
personal  care  sector,  extending  their  Pure  & 
Simple  face  range  with  body  care  and  haircare. 

The  company  says  it  has  used  the  platform 
of  strength  in  skincare,  the  "ultimate  set  of 
credentials"  to  expand  further.  The  body 
range  comprises  cleansing  gel,  moisturising 
lotion  and  gentle  scrub  and,  like  skincare 
offers  the  '  'no  more,  no  less"  approach. 

Making  the  most  of  a  fragmented  market 

Dep  UK  added  a  cleanser,  toner  and 
moisturiser  to  Cuticura's  mildly  medicatec 
portfolio.  And  Galenco,  best  known  for  their 
deep  moisturising  body  and  bath  products 
aimed  at  those  with  very  dry  skin,  launched 
the  advanced  skincare  treatment  programme 
in  April.  This  consists  of  cleanser,  toning 
lotion,  skin  conditioner,  eye  make  up  remover 
and  hand  cream. 

How  can  f  rmacists  get  the  best  out  of  ar 
increasingly  fragmented  market?  As  always 
keep  a  look  out  for  trends  and  be  in  a  position 
to  respond  to  customers'  needs.  New  ranges 
come  and  go,  but  the  ones  that  will  be 
successful  are  those  that  offer  something 
different. 

"In  this  consumer  age.  individuals  want 
products  that  are  specially  for  them. 
Successful  brands  will  have  something 
different  to  say,"  says  Cathy  Heseltine, 
marketing  manager,  Beecham  Toiletries  & 
Personal  Care. 

Most  ranges  are  targeted  to  particular 
niches  which  pharmacists  should  attempt  to 
relate  to  their  customers.  And  the  importance 
of  education  should  not  be  forgotten.  Do  not 
assume  that  women  know  the  function  of  each 
part  of  a  regime.  Says  Cathy  Heseltine: 
"There  are  many  women  who  don't  even 
realise  what  toners  are. ' ' 

Make  the  most  of  merchandisers  and  POS, 
display  leaflets  prominently,  and  dispense  this 
simple  advice  to  keep  skin  in  prime  condition: 
"Cleanse,  tone  and  moisturise!" 
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Cream  of  the  crop 

Have  you  heard  of  mother-in-law's 
tongue  cleansing  lotion  or  poison  ivy 

bodycream?  One  day  these  unlikely 
plants  may  find  new  uses  as  skincare 
grows  greener  by  the  minute 

It  seems  that  any  flower,  bark  or  root  that  can 
be  grown  in  large  enough  quantities  is  in 
demand  for  inclusion  in  creams  and  lotions. 
Healing  and  protective  properties  are  being 
rediscovered  and  the  natural  products  sector 
is  particularly  buoyant.  The  '  'back  to  nature" 
trend  in  consumers'  attitudes  means  products 
with  a  natural  claim  look  set  to  continue  to 
show  good  growth. 

This  year  Beauty  Without  Cruelty 
celebrate  25  years  in  the  green  business. 
They  say  their  13  per  cent  share  of 
independent  chemist,  outlets  is  rapidly 
increasing  with  growing  interest  in  cruelty- 
free  products.  BWC's  products  are  truly 
vegetarian,  the  only  animal  substances 
allowed  are  harmlessly  obtained  such  as 
beeswax,  lanolin  and  honey.  A  new  pack 
design,  featuring  a  "swan' '  logo  symbolising 
compassion  for  animals  is  coming  out  later  in 
the  year.  And  to  mark  their  silver  anniversary, 
the  company  is  launching  its  ' '  animal  awards 
in  July.  They  will  be  asking  the  public  to 
nominate  the  media  person  from  three  sectors 
—  radio,  television  and  Press  who  has  done 
the  most  for  animals. 

Richards  &  Appleby  are  now 
concentrating  the  main  thrust  of  their 
marketing  into  the  "natural  approach" .  Their 
Beauty  Basics  division  launched  a  Natural 
History  Collection  with  sales  supporting  the 
World  Wide  Fund  for  Nature.  New  50ml  size 
trial  bottles  are  being  introduced  to  encourage 
"self-indulgency  without  a  conscience",  say 
Richards  &  Appleby. 

Carronshore  report  consistent  growth  in 
the  Perlier  natural  recipes  collection.  The 
30-strong  range  is  based  on  products  rich  in 
honey  and  beeswax  and  covers  cleansing, 
moisturising,  conditioning  and  protection 
requirements  of  face,  body  and  hair. 
Carronshore  now  offer  retailers  a  new 
floorstand  that  can  accommodate  the  whole 
range,  to  which  honey  morning  cleanser  and 
lip  balm,  and  morning  nectar  and  honey  face 
mask,  are  the  latest  additions.  New  packaging 
is  expected  for  Carronshore's  La  Via  Lattea 
collection  of  face  and  bodycare.  The  range  is 
based  on  an  ingredient  that  is  rich  in  vitamins, 
proteins,  mineral  salts,  glycols,  and  lipids  — 
milk! 

Efamol  launched  their  range  of 
moisturisers  based  on  evening  primrose  oil 
three  years  ago.  They  say  the  products  are 
becoming  increasingly  popular  as  more  and 
more  women  realise  the  benefits  for  dry  skin 
that  can  be  gained  from  evening  primrose  oil 
and  its  link  with  essential  fatty  acids. 

"A  lot  of  women  are  fed  up  with  anti- 
ageing  claims  and  are  looking  for  something 
they  can  trust,"  says  Anne  Nash,  Efamolia 
product  manager.  This  month  the  range  is 
being  relaunched  with  a  "fresh  flowers" 
fragrance,  and  advertising  will  break  in 
women's  and  health  magazines.  Health  food 
stores  take  60  per  cent  of  Efamolia  sales. 
Anne  Nash  says  they  are  aiming  to  increase 
pharmacy  distribution  with  a  new  chemist-only 
salesforce  and  incentives  for  assistants.  New- 
look  merchandising,  and  POS,  including 


leaflets,  is  planned. 

The  natural  sector  was  once  seen  as  a 
"niche"  market,  but  rapid  expansion  has 
opened  up  the  way  for  a  number  of  small 
companies  to  find  ' ' niches  within  the  niche ' ' . 
Healthy  Bodycare  say  their  range  of  16 
products  fills  the  requirement  for  semi- 
pharmaceutical  bodycare  preparations. 
"While  the  product's  don't  have  to  be  sold 
over  the  counter,  they  are  one  step  up  from 
average  bodycare  makes  which  often  do  not 
undergo  any  tests  on  humans, ' '  they  claim. 

Healthy  Bodycare  say  their  products  have 
undergone  stringent  tests  and  combine  the 
best  of  science  with  ' '  lavish  helpings ' '  of  some 
of  the  best  ingredients  in  nature . ' '  Many  of  the 
claims  made  are  impossible  to  prove  or 
disprove,  but  there  are  certain  ingredients 
that  are  known  to  be  beneficial. ' '  Ingredients 
such  as  aloe  vera,  glycerine,  marigold  and 
wheatgerm  are  used  in  combination  with 
manmade  ingredients. 

Mountain  Breeze,  best  known  as 
producers  of  air  ionisers,  say  they  spotted  a 
niche  in  the  market  for  a  superior  range  of 
natural  cosmetics,  and  launched  Green  Valley, 


previously  sold  only  in  the  South  of  England  in 
health  food  stores.  It  consists  of  cleansers, 
toners  and  moisturisers  and  a  selection  of  hair 
care  products  using  ingredients  such  as 
comfrey,  yarrow  and  rosewater,  cedarwood 
and  orange  flower  —  with  an  emphasis  on  the 
cruelty-free  aspect. 

Ten  years  ago,  Suffolk-based  Kingsmill 
started  selling  an  exclusive  range  of  natural 
products  to  a  local  health  farm 
(Counterpoints).  "It  was  so  well  received 
that  we  have  now  enlarged  our  range  with 
many  more  specialised  products,"  says 
Kingsmill  director  Daphne  Jarvis.  They  are 
now  selling  into  chemists  in  a  bid  to  widen 
distribution  from  their  mail  order  base. 

The  healing  properties  of  aloes  have  long 
been  known  and  Aloe  Vera  Ltd  have  taken 
over  the  marketing  of  the  Aloe  99  range  from 
Bronnley.  Made  in  America  by  Olivio  Inc,  it 
includes  hand  and  body  lotion  and  rich  skin 
cream,  cleansing  lotion  and  cream.  Aloe  99  is 
said  to  contain  99.9  per  cent  aloe  vera  that  has 
been  specially  cold  pressed  under  a  stringent 
system  that  ensures  healing,  softening  and 
moisturising  properties  are  retained. 


Steaming  ahead 


Skincare  continues  to  show  good 
growth  and  chemists  still  take  a 
major  slice,  but  are  losing  ground  to 
grocers. 

Skincare  continues  to  steam  ahead  with  a  13 
per  cent  rise  in  sterling  sales  last  year  to 
£337.2m  (SDC)  compared  with  £298.4m  in 
1987. 

Units  grew  by  9  per  cent  to  177.6m  (1987 
163.5m).  Greatest  activity  was  seen  in  the 
mass  toiletry  sector  now  worth  57  per  cent  of 
the  total  market  and  increasing  in  value  14  per 
cent  year-on-year.  Own  label  products  have 
shown  faster  sterling  growth  up  19  per  cent 
year-on-year  and  valued  at  £51. 6m  up  to 
December  1988,  say  SDC.  Overall 
moisturisers  have  the  largest  regime  share 
with  44  percent  by  value  (1987  42  percent), 
cleansers  no  change  at  18  per  cent  and 
astringents  decrease  to  7  per  cent  (1987  8  per 
cent). 

Chemists  lead  the  way  in  skincare  sales, 
but  their  share  is  slipping.  Chemists  took  43.3 
per  cent  of  sterling  sales  in  1988  compared 
with 44.1  percent  the  previous  year.  Grocers 
jumped  by  1.1  per  cent  from  8.6  per  cent  in 
1987,  department  stores  were  static  at  16.8 
per  cent  and  drug  stores  slipped  from  8.2  per 
cent  in  1987  to  7.8  per  cent. 

"The  chemist  sector  has  not  kept  pace 
with  total  market  growth,  mainly  because  of 
inroads  being  made  by  grocers  and  the  Body 
Shop,"  says  Imogen  Matthews,  director, 
SDC.  Grocery  multiples  are  far  more 
prepared  to  stock  regime  lines  which  have 


Future  prospects  for  skincare  look 
promising,  say  Euromonitor.  "Of  key 
importance  is  the  increase  in  the  number  of 
women  between  30  and  50  years  of  age  which 
will  grow  by  3  per  cent  per  annum . ' '  This  will 
undoubtedly  boost  sales  in  most  sectors,  they 
say.  The  main  growth  area  is  expected  to  be 
in  moisturisers  and  skin  foods  with  cleansers 
and  hand  and  body  lotions  doing  well.  The 
general  purpose  market  may  suffer  somewhat 
as  the  market  grows  more  sophisticated, 
predict  Euromonitor. 

Chemists'  share  of  the  "serious"  end  of 
the  skincare  market  has  suffered,  falling  from 
4-5  per  cent  in  1987  to  2-3  per  cent  last  year, 
according  to  Robin  Vincent,  managing  director 
of  Clarins. 

He  says  the  loss  of  share  is  due  mainly  to 
dilution  at  the  bottom  end  of  the  market,  by 
grocers  and  drug  stores.  Overall  the  premium 
sector  seems  to  have  plateauxed  slightly  last 
year  when  sales  were  marginally  down  on 
1987. 

'  'This  probably  reflects  the  introduction  of 
a  large  range  of  new  products  with  some 
remarkable  claims  and  very  heavy  advertising 
support  in  1987,  some  of  which  have  turned 
out  to  be  disappointing  in  terms  of  repeat 
business  in  1988." 

Clarins  say  that  pharmacies  have  suffered 
because  of  lack  of  space  and  consulting 
facilities  and  a  high  turnover  of  staff.  "Serious 
skincare  demands  a  very  well  trained, 
responsible  and  serious  approach  from  staff 
and  ideally  requires  the  facility  for  face  and 
body  consultation  and  proper  professional 
advice,"  says  Mr  Vincent.  A  growing  number 
of  pharmacies  now  have  ancillary  beauty 
salons,  he  adds. 


proved  to  be  a  growth  area  for  them,  she  adds 

FACE  CREAMS  &  LOTIONS 

Average  sales  through  an  average  size  store  per  month 

Multiple 

Sterling  Sales  pharmacies 


Independent 
pharmacies 


Cleansers 

41.86 

17.18 

Moisturisers 

105.40 

44.36 

General  purpose 

25.42 

11.83 

SOURCE:  NIELSEN  MARKETING  RESEARCH 

PERIOD:  JAN FEB  1989 
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BODY  TALK 


The  bodycare  market  is  still  in  its 
infancy  with  most  innovation  coming 

from  consultancy  and  premium 
brands,  but  that  may  all  be  about  to 


Most  women  who  carry  out  a  skincare  regime 
stop  at  the  chin,  and  the  rest  of  the  body  has 
to  make  do  with  soap  and  water,  and  an 
occasional  pat  with  moisturising  lotion.  The 
trend  toward  healthier  lifestyles  means  inner 
and  outer  care,  say  the  women's  magazines, 
and  one  mass  market  toiletries  manufacturer 
believes  the  time  is  right  for  a  new  look  at 
bodies. 

Beecham  have  just  launched  Pure  & 
Simple  cleansing  gel,  moisturising  lotion  and 
exfoliating  scrub,  all  for  bodies:  '  'We  believe 
the  time  is  right  for  a  new  regime  of  bodycare 
products.  This  is  a  relatively  underdeveloped 
and  static  area  with  a  lot  of  potential,"  says 


Cathy  Heseltine,  marketing  manager  skincai 
Beecham  Toiletries  and  Personal  Care. 

For  beautiful  bodies 

When  advising  customers  about  bodycare,  tl 
need  for  all-over  moisturising  should  I 
emphasised,  as  the  body  has  a  low 
concentration  of  sebaceous  glands  than  t] 
face. 

Often  neglected  areas  are  the  nec 
elbows,  legs,  hands  and  heels.  Use  cleans! 
gels  instead  of  soap,  if  skin  is  sensitive  or  d 
and  follow  up  with  a  rich  moisturising  lotion 
cream,  all  over  the  body.  Buff  hard  skin 
elbows  and  feet  with  a  pumice  stone. 
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Dry  skin:  keeping  it  soft 

The  most  common  beauty  complaint  is  dry  skin  and  its  symptoms  of  itching, 

scaling  and  flakiness.  Or  Veronica  Kirton,  of  the  Vaseline  Intensive  Care 
Bureau  and  associate  specialist  at  High  Wycombe  and  Amersham  Hospitals, 
looks  at  the  causes  and  management  of  dry  skin. 


Human  skin  is  relatively  impermeable  and  the 
barrier  is  situated  in  the  stratum  corneum,  the 
outer,  horny  layer.  The  stratum  corneum  is  12 
to  20  cells  thick;  the  cells  interlinking  with  one 
another  to  form  laminae  (plates).  The  cells, 
cell  envelopes  and  intercellular  cement  all 
contribute  to  the  barrier  resistance. 

Human  skin  normally  acts  as  a  two  way 
barrier  preventing  loss  of  water,  electrolytes 
and  body  fluids  and  barring  the  entry  of 
damaging  substances.  When  the  surface  layer 
flakes  excessively  the  permeability  of  the  skin 
increases  allowing  entry  of  noxious 
subbstances  which  may  damage  immature 
cells,  and  cause  more  water  loss  thus 
encouraging  further  flaking.  The  stratum 
corneum  is  not  a  static  barrier  because  cells 
are  being  shed  and  renewed  constantly. 
Human  skin  is  10  to  20  per  cent  water  by 
weight.  If  the  water  content  drops  much 
below  10  per  cent  then  the  surface  becomes 
dry  and  the  barrier  effect  is  lost. 

The  term  dry  skin  refers  to  the  texture  of 
the  skin  and  is  determined  by  both  genetic  and 
environmental  factors.  Nothing  can  be  done  to 
change  genetic  factors,  but  environmental 
ones  can  be  manipulated.  Factors 
predisposing  to  dryness  are  dehydration 
(moisture  keeps  the  skin  plump),  insufficient 
production  of  sebum  and  ageing  which  may  be 
accelerated  by  sun  exposure. 

Dry  skin  is  commoner  in  fair  skinned 
individuals  than  dark  ones .  It  chaps ,  flakes  and 
peels  easily  and  shows  wrinkles  and  creases 
earlier  than  normal  or  oily  skins.  A  common 
complaint  is  that  the  skin  feels  uncomfortable 
or  taut  especially  after  washing  and  will  react 
to  mild  irritants  by  becoming  red  and  blotchy, 
and  sometimes  sore  and  itchy.  The  dry  skin 
appears  dull  and  flaky. 

Contributory  factors  are  the  regular  use  of 
strong  soaps,  detergents  and  degreasing 
agents;  exposure  to  extreme  weather 
conditions  especially  cold  dry  weather  and 
ultraviolet  light;  indoor  heating  and  air 
conditioning,  especially  when  there  is  low 
humidity. 

The  use  of  inappropriate  cosmetics  and 
toiletries  may  exacerbate  the  problem.  Dry 
skins  are  often  sensitive  skins  and  are 
intolerant  of  many  cleansers,  cosmetics  and 
perfumes.  People  are  more  likely  to  run  into 
problems  if  the  body  is  under  stress,  for 
example,  after  an  illness. 


Prevention  better  than  cure 

The  best  treatment  for  dry  skin  is  regular 
prophylactic  care.  One  of  the  most  important 
steps  is  the  avoidance  of  further  dehydration 
and  compensation  for  the  lack  of  natural  oils. 
Applying  rich  emollients  (from  the  latin, 
emollim  —  to  soften)  or  moisturisers  is  the 
best  way  achieve  both  aims.  People  with  dry 
skins  should  limit  the  use  of  soaps  and  if  soap 
must  be  used  then  it  should  be  very  mild, 
unperfumed  or  a  detergent.  Paradoxically, 
water  is  drying  (because  it  removes  protective 


oils)  and  obsessive  washing  should  be  avoided. 

Cleansing  is  best  done  using  cleansing 
lotions  or  creams.  Some  of  the  latest 
formulations  are  designed  to  be  rinsed  off  with 
water.  These  are  mixtures  of  oil  and  water 
with  an  emulsifier.  There  are  many  bath  oils  on 
the  market  which  emulsify  well  and  do  not 
leave  the  bath  or  shower  difficult  to  clean. 
Oatmeal  baths  and  sachets  are  particularly 
soothing. 

Caution  to  avoid  slipping  should  be 
exercised  especially  in  the  elderly,  who 
frequently  have  dry  skins .  Installation  of  hand 
rails  is  advisable  because  the  management  of 
dry  skin  is  often  a  lifelong  problem. 

After  bathing,  an  all  over  emollient  should 
be  rubbed  into  the  skin.  A  lotion  is  easier  to 
apply  than  a  cream,  but  a  cream  or  ointment 
should  be  used  on  very  dry  or  sore  areas. 
There  are  many  efficient  brands  to  choose 
from  and  again  if  sensitivity  or  allergy  to 
perfume  exists  then  perfume-free  products 
are  available.  Emollients  can  and  may  need  to 
be  used  to  some  areas,  such  as  the  hands, 
several  times  a  day  until  the  skin  is  more 
normal. 

A  dry  skinned  individual  should  protect 
against  the  weather  both  with  the  assiduous 
use  of  emollients  and  by  wearing  suitable 
clothing  eg  gloves  in  cold  weather.  Excessive 
sunbathing  should  be  avoided  as  it  is  of  no 
benefit  to  dry  skin  and  emollient  sunscreens 
and  lotions  should  be  used  after  exposure  to 
the  sun. 

Manipulating  the  working  environment  is 
sometimes  possible  with  the  introduction  of 
humidifiers  or  houseplants  which  need 
watering,  as  this  will  combat  low  humidity 
atmospheres.  Lowering  the  central  heating  a 
little,  may  also  help. 

Ideally  youngsters  with  very  dry  skins  or 
eczema  should  be  advised  by  doctors  to  avoid 
jobs  involving  the  use  of  solvents,  polishers, 
detergents,  cutting  oils  and  the  like. 
Hairdressing,  nursing  and  mechanical 
engineering  are  examples.  Unfortunately 
housework  also  comes  into  this  category. 
Such  people  have  a  marked  tendancy  to 
develop  industrial  dermatitis.  Care  with  choice 
of  leisure  activities,  DIY  etc,  follows  too. 

In  the  home,  manufacturers'  instructions 
regarding  the  care,  use  and  strength  of 
household  products  should  be  observed  and 
wherever  possible  appropriate  protective 
cover  (eg  gloves)  can  be  worn.  Washing 
machines  and  dishwashers  are  a  great  help. 
Water  softeners  help  too  because  less  soap 
and  detergent  is  needed  and  no  harsh  scum 
forms. 

Loose  fitting  cotton  clothes  are  more 
comfortable  next  to  a  dry  skin  than  either  wool 
or  synthetics  which  may  irritate.  Warmer 
fibres  can  always  be  worn  on  top  in  cold 
weather. 

Dry  skin  is  a  common  problem  in  this 
country  and  protection  against  adverse 
conditions  in  the  environment  and  frequent, 
consistent  use  of  emollients  are  good 
preventive  measures. 
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KINCARE 


Softening  the  image  of  the 
macho  man 

When  did  a  bearded  man  last  come  into  your  shop  and  ask  for  "some 
moisturiser  for  this  dry  skin  on  my  face?"  Or  when  did  you,  while  deeply 
engrossed  in  studying  the  latest  trends  in  women's  fashion,  last  hear  a 
masculine  voice  ask  for  a  tube  of  "exfoliating  scrub"  and  look  up  to  find  a 
young  man  with  a  couple  of  days  growth  looking  back  at  you? 


Shulton 's  Mandate  man ,  '  'a  discerning  body-aware  man  of  today ' 


The  predicted  boom  in  men's  skincare  is  yet 
to  happen,  but  increasing  concern  over 
grooming  and  self-preening  is  a  sign  of  the 
'80s.  The  entry  into  male  skincare  of  a 
cosmetics  house  and  a  toiletries 
manufacturer,  means  that  more  and  more 
macho  men  are  likely  to  be  seeking  your  help 
with  the  care  of  their  "dry,  sensitive"  skin. 

AJmay  have  been  pleasantly  surprised  with 
the  response  to  their  Skincare  For  Men  range 
of  cleanser,  moisturiser,  after  shaving  soother 
and  foaming  gel,  finding  that  all  products,  not 
just  the  ones  specifically  for  shaving,  have  sold 
equally  well.  It  was  launched  in  Boots  last 
October  and  in  the  independent  sector  in 
April. 

"The  shaving  care  element  is  what  most 
ranges  aim  at.  Almay,  as  a  skincare  house,  are 
advocating  a  simple  no-nonsense  regime  for 
men,"  says  Judith  West,  marketing  manager 
for  skincare.  The  men's  market  is  difficult  to 
define,  she  says,  but  there  is  still  high  usage  of 
female  toiletry  ranges  by  men. 

"You  know  you  have  the  potential  to  get  a 
lot  of  those  users  converted  to  being  male 
purchasers." 

Packaging  is,  of  course,  of  utmost 
importance.  Ranges  should  not  scream 
femininity,  and  Almay  thought  it  better  to 
"sub-brand"  their  female  cosmetic  name 
which  takes  second  place  to  the  "skincare  for 


men"  logo  on  the  navy  blue  packs.  The 
emphasis  with  male  targetted  ranges,  must 
also  be  simplicity,  says  Judith  West:  "Men  do 


Almay 's  '  'No  nonsense ' '  Skincare  For  Men 


not  want  anything  that  is  going  to  be 
complicated  or  fussy.  It  must  fit  easily  into 
their  daily  routine." 

John  Fields ,  managing  director  of  the  Skin 
Fitness  company,  agrees  with  the  simplistic 
approach.  Changing  men's  attitudes  is  an 
educational  process,  he  says,  and  men  would 
be  put  off  by  a  proliferation  of  products .  "Men 
aren't  ready  for  a  multi-choice  regime  which 
talks  about  different  skin  types.  They  are 
looking  for  a  specific  product  to  deal  with  a 
specific  problem,"  says  Mr  Fields. 

After  20  years  in  the  cosmetic  industry 
John  Fields  started  his  company  with  a  shaving 
cream  and  moisturiser  to  fill  what  he  saw  as  a 
gap  in  the  market  —  the  need  for  an  alternative 
to  general  purpose  products  or  heavily 
fragranced  premium  ranges. 

Education  is  the  key 

That  was  two  years  ago,  and  the  range  has 
since  expanded  to  include  a  facial  wash  and 
exfoliating  scrub,  all  developed  in  France,  and 
free  from  fragrance. 

Skin  Fitness  runs  an  advice  centre  which 
Mr  Fields  says  receives  between  20—30 
letters  a  week,  mainly  on  shaving-related 
problems,  such  as  sore  skin  and  the  '  'bumps 
caused  by  ingrown  hairs. 

He  encourages  pharmacists  to  take  an 
active  part  in  the  educational  process:  "Men  do 
look  to  their  chemist  to  buy  skincare  because 
they  feel  very  comfortable  in  that 
environment." 

Men  are  becoming  less  shy  about  taking 
care  —  and  being  seen  to  take  care  of  their  skin. 
"This  makes  men's  skincare  one  of  the  fastest 
growing  areas  in  the  toiletries  market,"  say 
Shulton.  It  has  taken  a  long  time  for  attitudes, 
particularly  of  British  men,  to  change  and  there 
is  still  some  way  to  go,  says  managing  director 
Nich  Kohn. 

"Despite  the  fact  that  society  is  changing 
and  men  are  living  much  longer  and  becoming 
more  concerned  with  looking  after  themselves, 
there  are  still  difficulties  in  selling  skincare 
directly  to  men." 

Most  men  do  not  want  to  tell  people  they 
are  using  skincare  products,  says  Mr  Kohn 
The  proposition  is  likely  to  gain  acceptance 
through  shaving,  then  other  areas  can  be 
discussed.  While  younger  men  are  now  much 
keener  on  taking  care  of  their  bodies ,  older  men 
are  still  seeking  general  purpose  products,  and 
they  are  the  group  less  likely  to  change. 

Shulton  aim  to  capture  the  younger  market 
with  the  launch  last  year  of  Rapport  "ar 
affordable  fine  fragrance"  that  achieved  a  3.8 
per  cent  sterling  share  of  the  male  fragrance 
market  last  November/December  —  the 
highest  figure  ever  achieved  by  a  new  brand  ir 
its  first  Christmas,  says  the  company.  As  weL 
as  fragrance,  the  range  includes  an  after  shave 
moisturiser  with  collagen  and  moisturising 
shave  foam.  Watch  out  for  further 
developments  in  Shulton 's  skincare,  later  this 
year. 

In  February,  Cussons  launched  three 
products  which  they  claim  form  the  firsl 
branded,  mass  market,  male  skincare  range 
Their  For  Men  skin  system  consists  o: 
concentrated  shaving  gel,  soothing  after  shave 
and  dry  skin  lotion. 

Male  purchase  formed  7  per  cent  of  the 
skincare  market  last  year,  with  a  sterling  value 
of  £14m,  say  Cussons.  About  a  quarter  of  mer 
admit  to  using  skincare  products.  Cussons  heac 
of  sales  Mike  Davies  comments 
"Reassurance  is  the  key  to  the  new  brands 
designed  to  give  men  the  'permission  to  use 
that  turns  conservative  British  men  intc 
evervdav  toiletries  users." 
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Home  from  Home 

Thousands  of  women  appreciate  and  trust  the  quality  of 

Robinson  Make-Up  Wipeaways. 
Now  Make-Up  Wipeaways  have  a  portable  companion  - 
a  new  15  tissue  travel  pack. 
Large  fragrance  free  tissues  offer  easy-to-use  wipeaways  for  the 

modern  woman. 
Make  the  most  of  the  summer  travel  period,  and  stock  up  with 
Soft  &  Pure  Make-Up  Wipeaways. 


ROBINSON  HEALTHCARE  HIPPER  HOUSE  CHESTERFIELD  S40  IYF  UNITED  KINGDOM 
TELEPHONE  0246  220022  TELEX  S47320  FAX  0246  208164 
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Marketing  news 


Anne  French  celebrated  its  50th  anniversary  last 
year.  It  is  still  the  leading  liquid  cleanser,  with 
70  per  cent  consumer  awareness  and  80  per 
cent  brand  loyalty,  say  Whitehall 
Laboratories.  The  range  has  been  adapted 
over  the  years  "to  keep  abreast  of  changing 
fashion"  and  a  fragrance-free  version  was 
launched  two  years  ago  in  line  with  the  trend 
towards  unperfumed  products.  Whitehall  say 
they  are  spending  £500,000  on  advertising  in 
young  women's  magazines,  and  a  schedule  of 
PR  and  promotion  will  support  the  brand. 

Beecham  Toiletries  are  promoting  Fenjal  through 
a  series  of  "family  favourites"  nationwide 
roadshows.  Fenjal's  bodycare  products, 
Classic  lotion  and  spray  and  Avantgarde  body 
mousse  and  spray,  will  benefit  along  with  the 
bath  range  from  leafletting,  sampling  and 
demonstrations  via  the  promotion,  which 
Beecham  say  will  reach  one  million 
households.  The  bodycare  sector  has  shown 
growth  of  around  15  per  cent  year-on-year  and 
was  worth  £18m  at  rsp  last  year,  say 
Beecham.  "The  Fenjal  promise  of  superb,  all- 
over  moisturising  has  year-long  appeal, 
particularly  among  younger  consumers  who 
are  most  concerned  about  total  bodycare . ' ' 

Beecham  Healthcare  added  a  non-oily  moisturiser 
to  the  Oxy  range  in  April.  It  is  aimed  at  the 
teenage  skincare  market,  which  Beecham  say 
is  worth  around  £23m  at  RSP  and  growing  10 
per  cent  year  on  year.  The  moisturiser  fits  in 
with     the     overall     trend  towards 


"preventative"  use  of  products,  say 
Beecham.  Oxy  Clean  non-oily  moisturiser  is 
formulated  as  a  clear  gel  for 
greasy/combination  skins  and  for  everyday 
use.  Beecham  say  the  Oxy  range  will  receive 
"massive"  support  this  Summer  with  the 
continuation  of  the  "Blitz  those  zits" 
television  campaign. 

Crookes  Healthcare  now  offer  a  ' '  whole  regime  of 
care"  for  dry  skin,  having  added  a  washcream 
last  August  to  the  E45  portfolio,  and  now  a 
bath  oil  (see  Counterpoints).  "Cream  E45 
has  been  meeting  the  needs  of  dry  skin 
sufferers  for  36  years.  Research  among 
sufferers,  dermatologists  and  GPs  showed 
that  there  were  no  products  for  washing  dry 
skin  with  that  were  cosmetically  acceptable 
and  pleasant  to  use,"  says  Pam  Watson,  E45 
group  product  manager.  Wash  E45  "has  done 
very  nicely" ,  says  Mrs  Watson,  '  'and  similar 
success  is  likely  for  the  bath  product,  as 
sampling  through  packs  of  Cream  E45  gets 
straight  to  the  main  target  market." 

Elida  Gibbs  relaunched  Vaseline  Intensive  Lotion 
Extra  Strength  as  Dermacare,  in  February7. 
"No  one  understood  that  it  had  very  good 
therapeutic  benefits,"  says  brand  manager 
Tom  Barlo we .  "  It  is  a  very  good  formulation 
now  set  up  in  its  own  right."  Dermacare 
retains  the  blue  and  white  packaging,  but  is 
now  fragrance-free.  The  relaunch  has  been 
supported  bby  a  £500,000  campaign  of 
advertising  in  women's  magazines  and 


national  newspapers,  and  mail-outs  to 
dermatologists  and  Gps.  An  extensive 
sampling  campaign  is  also  underway.  Gibbs 
say  they  are  aiming  to  make  new  advances  into 
the  therapeutic  end  of  the  skincare  market,  in 
the  treatment  of  prolematic  dry  skin 
conditions.  The  cream  and  lotion  contains 
more  petroleum  jelly  than  any  other  product 
on  the  market,  say  Gibbs,  in  a  non-greasy 
formulation,  which  they  claim  is  a  lot  cheaper 
than  its  competitors.  And  Vaseline  Intensive 
Care  cream  was  added  to  Gibbs'  leader  in  the 
£31. 5m  handcare  market  last  Autumn.  This 
month,  Intensive  Care  joins  Cutex  in  a 
promotion  through  Woman,  offering  readers 
a  booklet  on  handcare,  and  a  money  oft 
voucher. 


Dermacare  relief  for  severely  dry  skin 


The  secret  of 
smooth,  supple  skin? 

Your  customers  will  discover  the  EFAMOLIA 
secret  through  the  new  advertising 
campaign  in  leading  women'sjournals. 

EFAMOLIA  Moisture  Cream,  Enriched  Night 
Cream  and  Skin  Lotion  -  created  with  pure, 
natural  Efamol®  Evening  Primrose  Oil 
-  essential  for  a  softer,  smoother  skin. 
Will  you  be  ready  for  the  demand? 
Order  your  stock  NOW  along  with 
the  full  range  of  P.O.S.  material. 
EFAMOLIA  -  the  secret  of  profitable  sales. 


NEW  FRESH  FLOWERS 
FRAGRANCE 
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Efamolia 

(Enriched 
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Efamolia 


EVENING  PRIMROSE  OIL  SKIN  CARE 


For  more  information  contact  EFAMOLIA.  FREEPOST.  Woodbridge  Meadows.  Guildford.  Surrey  GU1  1  BR  (No  stamp  required). 

Efamol  Limited  are  the  worldwide  leaders  in  Evening  Primrose  Oil  research  and  production.  EFAMOLIA  products  are  not  tested  on  animals. 
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Dispense  a 
little  freshness 
this  Summer 

Robinson  have  the  convenient  answer  for  your  travelling 
customer  this  summer  —  portable  freshness  in  a  wipe. 
Handy  sized  Soft  &  Pure  Fresh-Ups  hold  25  tissues 
dispensed  through  an  easy-to-use  lift  and  re-seal  strip. 
Stock  up  now  and  take  advantage  of 
summer  demand. 


ROBINSON 

ROBINSON  HIPPER  HOUSE  CHESTERFIELD  S40  IYF  UNITED  KINGDOM 

TELEPHONE  0246  220022  TELEX  547320  FAX  0246  208164 


ICARE 


Emulave  fluid  and  Aveeno  cream  have  joined 
Dendron's  Aveeno  range  of  oatmeal  based 
skincare.  The  company  is  supporting  the  line 
by  advertising  to  dermatologists,  doctors  and 
health  visitors.  Aveeno  includes  cleansing  bars 
and  baths  for  care  of  problem,  dry  and 
sensitive  skin. 

Evans  say  they  have  noticed  a  "dramatic 
increase"  in  sales  of  lOOg  tubes  of  aqueous 
cream  and  have  discovered  a  new  market. 
"Discerning  women  have  discovered  that  this 
soft,  white  cream  contains  only  simple, 
harmless,  but  effective  ingredients  and 
softens  dry  skin  very  effectively,"  says  the 
company.  To  meet  increased  demand  Evans 
say  they  have  stepped  up  manufacture  of  lOOg 
tubes.  "Women  are  becoming  far  more 
selective  about  what  they  use  on  their  skin, ' ' 
comments  Mike  Trowell,  Evans  technical 
manager.  "They  seem  to  be  buying  it  in 
preference  to  more  expensively  marketed  and 
packaged  products  which  make  extravagant 
claims." 

Gillette  can  rightfully  claim  to  have  created  a 
new  sector  in  mass  market  skincare  when 
they  launched  Aapri  facia]  scrub  in  1983.  Since 
then  the  range  has  grown  to  include 
washcream,  dual  cleansing  pads  and 
moisturiser.  In  February,  gentle  cleansing 
lotion  and  freshener  were  launched  to 
complete  the  Aapri  range  and  meet  changing 
consumer  needs.  "Today's  woman  is  looking 
for  skin  freshness  along  with  cleanliness,  as 
she  believes  clean  fresh  skin  is  the  first  step  to 
a  healthy  beautiful  complexion, ' '  say  Gillette. 
The  launch  is  being  supported  by  a  £2m 
package  which  includes  new  display  material, 
sampling,  PR,  promotions  and  advertising. 

Inecto  Haircare  entered  the  skincare  market  with 
Numismed,  another  range  of  pH  balanced 
products  (see  pH  Perfect  and  Wellcome 
below).  Cleansing  bar,  cleansing  liquid, 
shampoo  and  moisturising  lotion  comprise  the 
West  German  manufactured  range.  The 
products  are  delicately  perfumed  and  have  a 
high  level  of  humectants  so  that  they  do  not 
overdry  skin,  says  Derek  Blake,  sales  and 
marketing  manager.  The  range  is  targeted  at 
women  in  their  early  20s  to  mid  30s  who  are 
food  and  body  conscious  and  more  interested 
in  using  prophylactic  products,  says  Mr  Blake. 
A  £350,000  advertising  campaign  is  planned 
for  the  Summer. 

Neutrogena  brought  over  their  "long-awaited" 
non-comedogenic  moisturiser  from  the  USA 
last  year.  Like  their  cleansing  products,  it  is 
aimed  at  those  with  sensitive  skin.  The 
company  says  it  allows  skin  to  "breathe 
naturally"  without  the  risk  of  pore-clogging, 
which  leads  to  spots,  or  irritating  reactions, 
"providing  the  ideal  finish  to  a  Neutrogena 
cleansing  regime".  Moisture  has  a  high 
PABA-free  sunshield,  SP5.  Advertising  will 
run  throughout  the  year  in  women's 
magazines  using  the  advertorial  format  to 
explain  the  benefits  of  non-comedogenic 
"niche"  positioning. 

Oil  of  Ulay  extra  sensitive  was  launched  by 
Richardson  Vicks  last  Autumn,  who  have 
since  been  taken  over  by  Proctor  &  Gamble . 
The  new  formulation  is  hypoallergenic, 
colourless  and  fragrance-free  and  is  aimed  at 
16-30  year  old  women.  "Some  41  per  cent  of 
today's  women  claim  to  have  sensitive  skin 
and  the  figure  is  significantly  higher  for  the 
under  35s,"  says  the  company,  valuing  this 
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"niche"  market  at  £38. 6m  in  1987  (£31 .5m  in 
1986).  The  launch  was  supported  by  a  £3m 
television  campaign  last  year.  New  packaging 
has  been  introduced  across  the  range,  and 
glass  bottles  have  been  replaced  by 
lightweight,  easy-dispense,  plastic  containers. 

Oil  of  Ulay  extra  sensitive  was  launched  by 
Richardson  Vicks  last  Autumn,  who  have 
since  been  taken  over  by  Proctor  &  Gamble. 
The  new  formulation  is  hypoallergenic, 
colourless  and  fragrance-free  and  is  aimed  at 
16-30  year  old  women.  "Some  41  per  cent  of 
today's  women  claim  to  have  sensitive  skin 
and  the  figure  is  significantly  higher  for  the 
make-up  but  the  packaging  is  very  different. 
We  have  gone  for  the  cosmetic  rather  than 
medical  end  of  the  skincare  market,"  says 
Patrick  Conway,  senior  product  manager.  An 
intensive  advertising  campaign  is  underway  in 
women's  magazines  backed  up  by  promotional 
activity  and  PR.  Mr  Conway  believes  there  is 
great  potential  for  this  "no-fuss"  regime.  pH 
balanced  products  account  for  less  than  5  per 
cent  of  the  UK  market,  but  in  West  Germany 
they  form  30-35  per  cent,  he  says. 

Ouinoderm  cream  now  has  a  companion,  an 
antibacterial  facewash,  launched  last  year  in 
the  North  West,  and  now  available  nationally. 
Active  ingredients  include  chlorhexidine 
gluconate  0.15  per  cent  and  cetrimide  1.5  per 
cent.  The  GSL  product  is  aimed  at  the  12  to  24 
years  age  group.  POS  includes  shelf  talkers. 

3M  Riker  best  known  for  their  Buf  Puf  range  of 
web  products  launched  a  daily  facial  cleanser, 
with  a  "unique"  exfoliating  action.  The 
cream,  for  normal  to  dry  skins  or  gel  for 
normal  to  oily  skins,  has  suspended 
microbeads  capsules  which  release  a 
moisturiser  during  cleansing,  to  condition 
skin.  3M  Riker  are  hoping  to  repeat  the 
"phenomenal  success"  of  the  US  launch  last 
year.  A  television  advertisement  will  run  until 
July  and  extensive  sampling  is  underway. 

Roc  Laboratories  launched  a  moisturising  body 
lotion  as  a  companion  to  Hydra  +  .  Packed  in 
Roc's  new  livery  of  white,  silver  and  blue,  it 
will  benefit  from  a  £100,000  advertising 
campaign  for  the  facial  moisturiser,  in 
premium  women's  tides.  The  company  says  it 
is  aiming  to  increase  brand  awareness  among 
a  slightly  younger  audience.  POS  includes 
merchandisers,  showcards  and  trial  samples 
for  Hydra  +  and  for  Gentle  face  wash, 
cleansers  and  fresheners,  that  have  just  been 
relaunched  in  the  new  livery. 


Neutrogena 's  non-comedogenic  Moisture 


Simple  is  now  used  by  one  in  four  women,  say 
Albion,  showing  that  the  "no-colour,  no- 
perfume  ethic"  is  well  respected.  The 
company  continues  to  introduce  new  lines  into 
the  range,  launching  a  facial  washcream  last 
year  and  an  after  sun  lotion  and  facial  sun 
block,  in  March.  Strong  media  support  is 
promised  for  the  sun  products,  with  a  specii 
adaptation  of  Simple's  television 
advertisement  planned  for  July  and  August. 
This  forms  part  of  an  intensive  TV  campaign, 
costing  £1 .  5m  that  will  be  used  to  support  the 
range. 

Ten-O-Six  has  been  repackaged  and  the  rang( 
extended  with  three  new  products,  deep  pon 
cleansing  pads,  Clean  Sweep  facial  scrub  am 
a  glycerin,  soap-free  bar  replacing  the  ok 
cleansing  bar.  The  range  is  aimed  at  younj 
teenagers  but  usage  extends  to  25-year-olds 
'  'Teenagers  seem  to  have  a  lot  more  mone; 
for  themselves  and  they  buy  a  lot  c 
toiletries,"  says  Claire  Pace,  Bonne  Be 
brand  manager.  An  advertising  campaign  fo 
the  whole  range  is  planned  for  Summer 
Sudsing  facial  cleanser  will  be  on  offer  in  a  1: 
unit  merchandiser  with  a  7.5  per  cent  discour 
in  July.  A  flexible  merchandiser  complete  wit 
advice  leaflets  is  available,  from  distributor 
Eylure. 

Vichy  gave  away  one  million  kits  containin; 
samples  and  information  on  skincare  in  ■ 
£500,000  television  advertising  campaig; 
early  this  year.  Results  have  not  bee: 
analysed  yet,  but  if  last  year's  test  in  the  Tyn< 
Tees  area  is  anything  to  go  by,  Vichy  sa; 
stockists  can  expect  huge  increases  in  sales  c 
this  pharmacy-only  line.  "TV  brough 
enormously  increased  numbers  of  skincar 
customers  into  pharmacies.  Sales  increase 
by  up  to  100  per  cent  in  the  followin 
months. ' '  Vichy  say  sales  have  increased  fror 
£4m  in  1984  to  over  £14m  in  1988.  Ne\ 
additions  include  light  cream  with  elastir 
described  as  "an  ultra  light,  ultra  effectiv 
daily  moisturiser"  and  an  anti-stretchmar 
cream.  Magazine  advertising  is  ongoing,  an 
sachets  and  cover-mounts  are  on  offer  fc 
Elastine,  Les  Lumineuses,  Equalia  2000  an 
suntan  products.  Seven  million  women  will  se 
the  advertising  at  least  four  times,  say  Vich\ 

Robinson's  Healthcare  are  offering  20  per  cei 
extra  free  on  50s  packs  of  Soft  &  Pure  mak( 
up  wipeaways  until  July.  Wipeaways  ai 
impregnated  with  a  fragrance-free,  cleansirll 
lotion,  and  a  travel  pack  of  15  wipes  w<H 
launched  in  March. 

Wellcome  took  over  the  distribution  of  thl 
Sebamed  range  from  A.H.  Robins,  last  veal 
Made  by  Sebapharma  in  West  Germany,  thl 
range  comprises  cleansing  bar,  lotion.  liqu:| 
cleanser  and  cream,  all  formulated  to  a  pH  I 
5.5  and  soap-free.  The  company  believel 
pharmacists  have  a  big  role  to  play  in  thl 
skincare  market,  especially  in  recommendirij 
products.  Sebamed  is  being  backed  by  a  larJ 
promotion  and  PR  campaign  from  now  un' 
August.  "We  are  offering  a  counter  dispk 
unit  featuring  trial  size  packs  together  wil 
money-off  coupons,"  says  senior  produ' 
manager  Jeremy  Kelly.  There  is  also 
"display   for   profit"   promotion  fc 
pharmacists,  with  £1,500  worth  of  Thom; 
Cook  holiday  vouchers.  And  a  self-stuc I 
competition  is  being  run  for  assistants,  wl I 
can  also  win  holiday  vouchers. 
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A  TOTAL  RANGE  OF  SKIN  &  BODY  CARE 


Would 
you  like  a 
silent  salesman 
in  your  shop 


FREE? 


1 


For  many  years  Perlier  have  led  the  field  in  the  study  of  natural 
products  from  their  ultra-modern  laboratories  in  Milan  and  Turin. 

Here,  the  totally  natural  recipes  for 
a  complete  range  of  skin  and  body  care 
are  meticulously  formulated,  to  not 
only  make  you  look  good  but  to  look 
good  in  your  shop  too. 

What  better  way  to  display  this 
unique  and  natural  look  than  with 
the    Perlier   Silent    Salesman   -  in 
counterpoint  or  freestanding  form. 
Be  adventurous  and  take  one  on.  They  won't  come  alone  either 
because  there's  a  host  of  promotional  literature  too.  Like  a  product 
range  poster,  full  colour  consumer  leaflet  and  point-of-sale  showcard. 
Just  imagine  what  a  difference  all  this  will  make  to  your  business. 
Simply  fill  in  the  coupon  for  more  details,  because  with  our  silent 
salesmen  in  your  shop  you  can  be  sure  to  have  a  natural  recipe  for 
profitable  success  -  the  Perlier  way. 


Would  you  like  our  Salesman  to  call? 


Carronshore    Marketing    International,    North    Main  Street, 

Carronshore.  Falkirk  FK2  8HT  Telephone  (0324)  558505  Fax  (0324)  552661.     YES  NO 

I  would  like  to  receive  more  information  on  the  Perlier  range 

I  would  like  a  Perlier  Representative  to  contact  me  as  soon  as  possible 

NAME  


ADDRESS, 


POSTCODE  

Please  tick  if  you  are  already  a  Perlier  Stockist  Q 


TELEPHONE  NO.. 


BUSMESSNEWS 


Unichem  new 
scheme  Ihis 
month' 

Unichem  are  poised  to  reveal  an 
"exciting  package  of  proposals" 
which  will  "ensure  increasing 
levels  of  product  support  and 
recruitment  over  the  coining 
year." 

Speaking  at  the  AGM  in 
Chessington  last  week,  chairman 
David  Mair  confirmed  that  final 
details  of  the  new  scheme  will  be 
published  later  this  month. 

Mr  Mair  stressed  the 
importance  of  using  the  next  12 
months  "wisely  and  effectively  to 
build  on  what  has  already  been 
achieved".  As  a  result  of  a  5  per 
cent  increase  in  the  Society's 
market  share  and  sales  growth  of 
£160m  in  1988,  he  said  business  is 
now  more  soundly  based  and 
record  profits  are  expected  in 
1989. 

Following  discussion  of  the 
MMC's  ban  of  the  share  scheme, 
members  proposed  a  vote  of 
thanks  to  congratulate  the 
management  on  its  "professional 
business  conduct"  during  what 
has  been  a  "difficult"  year. 


EC  Sunday 
test  case 


begins 


Sunday  trading  reformers  began  a 
legal  battle  in  the  European  Court 
last  week  to  try  to  prove  British 
laws  breach  the  Treaty  of  Rome's 
trading  rules. 

In  Luxembourg,  lawyers 
acting  for  DIY  multiple  B&Q  told 
the  Court  that  the  company  is 
prevented  from  selling  goods  on 
Sunday's  and  that  about  10  per 
cent  of  their  goods  are  imported 
from  EC  countries. 

The  case,  brought  by  Torfaen 
Council  in  South  Wales,  is  the  first 
of  12  that  have  been  referred  to 
the  Court,  according  to  the 
Shopping  Hours  Reform  Council. 


Beecham  begin  US 
meiger  detente 


While  armchair  observers  of 
international  relations  ended  last 
week  on  a  distinctly  bearish  note 
because  of  cooling  Anglo-Soviet 
relations,  they  need  have  looked 
no  further  than  the  proposed 
Beecham-Smithkline  merger  to 
see  Anglo-American  relations,  at 
least,  enjoying  a  cheerfully  bullish 
phase. 

Beecham  sent  a  230-page 
proposal  document  to 
shareholders  (due  to  vote  on  the 
merger  on  June  20)  which  outlines 
the  said  benefits  of  joining  forces 
with  the  US  company.  These 
include  a  £300m  annual  research 
budget,  a  6,000  strong  worldwide 
sales  force,  and  a  jump  to 
penultimate  spot  in  the 
international  league  table  of 
pharmaceutical  companies. 

Beecham  also  brought  forward 
the  announcement  of  full  year 
results  and  these  show  further 
signs  of  the  perestroika,  Beecham 
style,  that  has  characterised 
activities  since  a  boardroom  coup 
four  years  ago.  It  lead  to  the 
appointment  of  Bob  Bauman  as 
executive  chairman. 

Group  turnover  up  lpc  to  £2.5bn 

Pre-tax    up    17pc    to  £491m 

Net    surplus    funds    £379. 8m 

Earnings  per  share  up  19.2pc  to  39.73p 

The  Baumann-lead 
restructuring  continues  to  take 
the  company  away  from  non-core 
interests,  like  cosmetics,  and 
towards  pharmaceutical 
development.  The  proposed 
merger  would  considerably 
hasten  this  process  but  Beecham 
were  already  well  down  this  road, 
before  the  Smithkline  deal  was 
mooted. 

The  results  to  March  31  show 
prescription  sales  up  7.4  per  cent 
to  £903m.  Much  of  this  growth 
has  come  from  Augmentin  and 
Timentin  whose  sales  have 
increased  by  36pc  and  20pc 
respectively.  Sales  of  Amoxil  have 
remained  at  the  same  level  as  last 
year  but  new  products  like  Relifex 
and  Bactroban,  and  notably 


Bob  Bauman 

Eminase,  have  inspired  City 
confidence  in  the  company. 
Trading  profit  on  prescription 
medicines  is  up  17  pc  to  £326. 4m. 

OTC  medicines  are  showing 
more  modest  growth  —  up  4pc  to 
£223. 3m.  The  principal  countries 
for  OTC  sales  are  the  US  where 
Turns  and  the  Oxy  range  top  the 
portfolio,  and  the  UK  where 
Beecham  claim  to  be  the  largest 
supplier  of  cold  and  flue  remedies . 
At  constant  rates  of  exchange  the 
sales  growth  would  have  been 
7.6pc. 

Beecham's  consumer 
products,  which  include  numerous 
household  names  like  Horlicks, 
Ribena  and  Lucozade,  have  sales 
up  5.4pc  to  £813m.  They  have 
yielded  a  trading  profit  of  £131m 
—  an  increase  of  14pc. 

Mr  Bauman  summed-up 
Beecham's  year  and  their  future 
strategy  by  saying:  "We  believe 
our  objective  of  achieving  above 
average  rates  of  return  will  best 
be  met  by  .  .  .  our  proposed  mer- 
ger with  Smithkline  Beckman". 

The  cost  of  creating  this  new 
pharmaceutical  superpower, 
second  only  to  Merck,  is 
substantial.  Professional  fees  for 
this  highly  complex  merger  will 
leave  the  two  groups  with  a  bill  of 
about  £70m.  That  is  £20m  more 
than  Cons  Gold  and  Minorco  spent 
recently  during  their  protracted 
international  takeover  battle. 


n 

i 
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Patent 
figures  up  for 
1988 

Applications  for  registration  of 
patents,  designs  and  trade  marks 
increased  last  year,  according  to  al 
DTI  report  published  last  week. 

There  were  over  30,000 
applications  to  register  patents 
during  1988,  up  slightly  on  the 
previous  year.  Trade  mark 
registration  applications  rose 
sharply  by  18  per  cent  to  reach  a 
record  total  of  31,465  and  design! 
registration  applications  were  also! 
slightly  (1.2  per  cent)  up  on  the: 
1987  figure  with  a  total  of  over 
8,700.  Developments  featured  in 
the  report  include:  progress  inj 
therapy  of  retroviral  infections  (eg 
AIDS)  and  genetic  engineering] 
and  antibody  production. 

The  report  is  available,  £7.10J 
from  HMSO.  Tel:] 
01-215-4657/4658. 


BRIEFS 


Eastman  Kodak  and  the  Walt  Disney 
Co  have  signed  a  15-year  multi-j 
million  dollar  agreement  thall 
Kodak    termed    the  mostj 
comprehensive  and  extensive, 
contract  of  its  kind  in  the 
company's  109-year  history.  I 
makes  Kodak  the  "official' 
supplier  of  film,  batteries 
non-35mm  cameras,  still  video 
and  other  allied  photographic 
products  for  all  Disney  theme 
parks  within  the  US. 

The  agreement  extends  to  the 
new  EuroDisneyland  to  open  i 
1992  on  a  5,000-acre  site  neat] 
Paris. 

Allergan  Optical  are  moving  to  nevj 
headquarters  in  High  Wycombe 
effective  Monday.  After  this  date 
Allergan  can  be  reached  on  these 
direct  order  lines:  Contact  Lens 
Care  Products  0494  42  71 55  j 
reception/office  0494  444722;  fki 
0494  436871. 

Morphy  Richards  Consumer  Electronic: 

have  appointed  Medielite  as 
exclusive  distributors  for  theii 
personal  care  products  to  retai 
pharmacy. 
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At  a  ceremony  in  Oldham  last  week ,  the  Lord  Lieutenant  for  Greater 
Manchester,' Colonel  John  Timmins  OBE.TDJP  (left)  formally 
opened  the  training  centre  for  the  Seton  Healthcare  Group.  The  Duke 
of  Westminster  (second  right)  presented  the  Seton  Export  Distributor 
of  the  Year  Award  to  Sheikh  Maamoun  Tamer  (right)  while  Seton 
chairman  Norman  Stoller  (second  left)  looks  on 

ABPI  'damaged'  fund 
says  researcher 


Unichem 
widen  system 
circle 

nichem  said  this  week  that  their 
ntral  computer  is  now  able  to 
ceive  order  data  direct  from 
irk  System  users. 

Management  services 
rector  David  Walker  says:  "We 
e  pleased  to  widen  the  circle  of 
iproved  pharmacy  systems  to 
embers.  Now  that  the 
;cessary  procedures  have  been 
lplemented,  those  members 
;ing  Park  systems  can  transmit 
ita  directly  into  our  Prosper 
:rvice  saving  direct  costs." 

This  latest  move  does  not 
feet  the  joint  Unichem/JRC 
■stems. 

DFC  praise  in 
record  year 

record  841m  aerosols  were  sold 
Britain  in  1988. 

The  figures  were  announced 
cently  by  the  British  Aerosol 
anufacturers'  Association 
hose  members  were  addressed 
'  Environment  Minister,  Mrs 
irginia  Bottomley  MP. 

She  congratulated  the  industry 
r  its  "magnificent"  action  in 
iluntarily  reducing  the  use  of 
FC's.  With  90  per  cent  of  UK 
■rosols  expected  to  be  CFC  free 
r  the  end  of  1989,  the  Minister 
•mmented  that  the  industry  was 
years  ahead"  of  international 
[reements  to  curb  drastically 
FC  use. 

Mrs  Bottomley  said  the 
dustry  was  a  model  for  other 
dustrial  users  of  CFCs. 


BS  advice 

ew  guidelines  for  BS5750  (part 
vo)  have  been  established  by  the 
ritish  Chemical  Distributors  and 
raders  Association,  working 
ith  the  BSI.  Copies  from 
CDTA,  £30,  on  tel:  01  686  4  545. 


Allegations  that  last  year,  the 
Association  of  the  British 
Pharmaceutical  Industry  made  a 
"blatant"  attempt  to  damage  fund 
raising  activities  of  the  Drug 
Safety  Research  Unit,  surfaced 
this  week. 

DSRU  chief  Professor  Bill 
Inman,  an  outspoken  critic  of 
techniques  sometimes  used  by 
industry  to  promote  drugs,  told 
the  Financial  Times  that  the 
ABPI  had  written  to  major 
pharmaceutical  companies  at  the 
end  of  last  year,  advising  them  of 
his  views. 

At  that  time  the  DSRU  was 
trying  to  raise  money  from 
industry  to  develop  independent 


drug  surveillance  activities  from 
their  base  at  Southampton 
University.  (C&D  January  21 
1989,  pllO). 

According  to  the  FT,  the 
£1.3m  that  was  raised  came 
mostly  from  US  pharmaceutical 
companies  including  Merck  and 
Johnson  &  Johnson.  The  British 
companies  which  donated 
included  Beecham,  ICI,  and 
Glaxo. 

Professor  Inman  told  C&D  he 
believes  other  large  UK 
companies  might  have  helped  had 
they  not  received  the  ABPI  letter. 

The  ABPI  declined  to 
comment  to  C&D  about  the 
allegations. 


Up-to-date 
but  worried? 
Views  on 
1992 

British  businesses  no  longer  lag 
behind  the  rest  of  Europe  in 
understanding  what  is  happening 
in  1992.  But  at  least  half  are 
worried  about  the  single  market's 
effect  on  their  trading,  while  only 
a  minority  are  making  active  plans 
to  meet  the  coming  changes. 

These  are  some  of  the 
conclusions  reached  by  market 
researchers  Key  Note  in  their 
latest  guide,  1992:  The  Single 
Market. 

It  states  that  50  per  cent  of 
companies  within  the  turnover 
band  of  £lm-20m  think  1992 
"potentially  damaging".  Those 
who  think  the  effects  will  be 
beneficial  amount  to  22.5  per  cent 
of  their  survey,  with  the  don't 
know's  accounting  for  27  per 
cent.  Key  Note  spoke  to  210 
managing  directors  in  this  part  of 
their  survey. 

On  the  basis  of  employees, 
companies  in  the  1  to  100  range 
recorded  similar  responses,  with 
2  per  cent  more  thinking  the 
effects  damaging. 

They  conclude  that,  for 
pharmaceutical  companies,  1992 
is  something  less  of  a  milestone 
than  it  will  be  in  other  industries 
because  of  their  familiarity  with 
European  trading. 

Key  Note  include  sections  on 
the  following:  introduction  to  1992 
and  the  EEC;  EEC  markets 
today;  1992  proposals;  1992 
implications;  the  UK  experience; 
and  a  series  of  surveys  they 
carried  out.  The  report  costs  £58 
and  is  available  from  tel:  01-253 
3006. 


Evans  Medical  have  opened  a  new 
antibiotic  plant  at  Bradford 
dedicated  to  the  manufacture  of  a 
range  of  syrups  and  capsules.  The 
company  says  the  venture  opens 
up  many  marketing  opportunities 
in  "the  last  remaining 
pharmaceutical  manufacturing 
area  of  any  significance ' ' . 


Out  of  town,  out  of  fashion? 


The  perceived  "threat"  of  large 
regional  shopping  centres  is 
rapidly  disappearing  as  more  and 
more  scheme  proposals  fail  due  to 
planning  or  funding  problems, 
according  to  property  specialists 
Hillier  Parker. 

Fourteen  major  regional 
shopping  centre  proposals  have 
been  deleted  from  the  company's 
database  since  June  last  year.  Of 
these,  seven  have  been  refused 
planning  permission,  five  have 
been  withdrawn  by  the 
developers  and  two  have  been 
reduced  to  size. 

This  adds  up  to  a  total  of  just 
over  ten  million  sq  ft  of  space. 
Over  half  was  lost  in  South  East 
England,  especially  around  the 
M25  (Orpington,  Wraysbury,  St 
Albans,  Hook  and  Colbrook). 

There  have  been  six  new 
regional  shopping  centre 
proposals  since  June  1988,  the 


largest  being  the  Triple  Five 
proposal  in  Leeds  which  was 
announced  last  January.  Others  at 
the  planning  stage  are:  Bristol, 
Emersons  Green;  Hackney,  Lea 
Cross;  Shepherds  Bush,  White 
City;  Coalville,  Donnington  Park; 
and  Chester,  Little  Stanney. 

As  a  result  of  these  changes, 
there  has  been  a  net  decrease  in 
regional  shopping  centre 
floorspace  in  the  pipeline  from 
33m  sq  ft  in  June  1988  to  27m  sq  ft 
at  March  1989  -  a  fall  of  19  per 
cent  in  nine  months.  There  has 
also  been  a  shift  of  emphasis  away 
from  the  South  East.  The  region's 
share  of  total  floorspace  has  fallen 
from  43  per  cent  to  34  per  cent 
over  the  same  period. 
■  The  latest  summary  of  the  six- 
monthly  Hillier  Parker  Investors 
Chronicle  Rent  Index,  May  1989, 
shows  rents  are  still  rising,  and  up 
by  19.6pc  over  12  months. 
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APPOINTMENTS 


TERRITORY  MANAGER 

CHEMIST  SECTOR 

c£15,000  +  QUALITY  GAR 

London  North  of  the  Thames  and  parts  of  Herts  and  Essex,  South  West  London 

Middlesex  and  South  Rucks 

Our  client  is  a  wholly  owned  subsidiary  of  a  major  US  corporation.  Well  established  within 
the  UK,  their  markets  are  specialised  sectors  within  the  chemist  trade.  The  brand  portfolio 
involves  many  market  leaders,  well  supported  with  advertising  and  below  the  line  activity 
and  enjoying  strong  brand  loyalty. 

Reporting  to  a  Regional  Sales  Manager  we  seek  an  individual,  aged  to  38,  who  can 
demonstrate  a  successful  sales  background  with  a  major  company  within  the  chemist/OTC 
area.  The  role  involves  effective  communication  and  selling  to  independent  and  multiple 
chemist  outlets,  and  significant  chem'st  wholesalers.  Your  experience  in  negotiating  with 
buyers  in  all  these  sectors  will  be  demonstrated  by  your  success  to  date. 

Salary  package  includes  a  high  basic,  together  with  bonus  structure,  free  private  health  cover, 
private  mileage,  daily  lunch  allowance,  generous  incentives  and  choice  of  car. 

Candidates  should  write  with  full  CV  (including  current  salary  package)  or  'phone  Ann 
Ludlam  quoting  Ref:  593. 


Roberton  Russell  Management  Services  Limited 

Recruitment  Consultants 

39  Spnng  Street,  London,  W2  1JA.  Tel:  01-706  3350    Fax:  01-706  4668    Telex:  896117  CAPNEX  G 


LOOKING  FOR  STAFF? 

The  people  you  need  to  fill  your  staff  vacancies  are  precisely 
t  hose  who  read  Chemist  &  Druggist  —  ov  er  28,000  of  them  — 
week  in,  week  out.  Next  time  you  have  a  vacancy  to  fill  call  Julian 
Seal  on  0732  364422  and  find  out  how  Chemist  &  Druggist  can 
help  you  to  find  the  right  person  quickly  and  effectively. 
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APPOINTMENTS 


LABELLING  SYSTEMS 


Simply  the  best 


PHARMACIST 

We  require  a  Pharmacist  to 
assist  in  the  day  to  day  running 
of  our  Special  Products 
Pharmacy. 

If  you  would  like  to  work  with 

an  enthusiastic  team  of 
Technicians  in  a  busy,  modern 
department  located  in  Romford, 
Essex,  please  telephone 
Maureen  Purge,  Personnel 
Officer,  Macarthy  Medical  Ltd 
on  0708  46033 for  an  informal 
discussion  and  application 
form. 


MACARTHY  MEDICAL' 


FINANCE 


v/2%  oyer  'mm  « \st:  rmk 


We  do  not  bel  leve  that  you ,  as  a  professional , 
should  need  to  mortgage  your  home  in  order 
to  finance  a  practice. 

Under  our  schemes,  loans  are  available  over 
25  years,  and,  in  some  cases  even  longer 
Various  repayment  methods  are  available  to 
suit  your  personal  requirements 

For  more  information  contact:  - 


J.W.  SLEATH  &  CO.  LTD., 

Insurance  and  Mortgage  Brokers 
_       58  Theobalds  Road 
S      London  WC1X  8BR 
Telephone  01-242  4375 


I 


LABELS 


UALITY  LABELS    w  ,„  14  DAYS* 

OR  NO  CHARGE— 

Thar s  the 
PARK  PRINTING  PLEDGE 
PARK  PRINTING,  183  GREAT  HOWARD  STREET 

"""SSSJS 051.298  2233 

#  OFFER  APPUiS  TO  U.K.  MAINLAND  ONLY:  WHlTTtN  DETAILS  MOV/WD. 


SEEKf 


PATIENT  MEDICATION  RECORD 
LABELLING  SYSTEM 

■  Faster  UEasiertouse   UFull  drug  interaction 
UFull  BNF  Warning   ■  Direct  order  entry 

AND  YOU  CAN  TRY  BEFORE  YOU  BUY 

FREE  VIDEO  CASSETTE  AVAILABLE 

Contact  David  Coleman  or  Mike  Spnnce  MPS 
For  a  demonstration  or  trial 

PARK  SYSTEMS  LTD  051-298  2233 

A  FULL  RANGE  OF  PC  BASED  LABELLING 
PMR  CARDS  &  FORMS  ARE  AVAILABLE 


THE  ONLY  NPA  RECOMMENDED  COMPUTER  LABEL  SYSTEM 


A, 


SHADOW  LABELLING  /  »9! 

A 

v 

SHADOW  PLUS  /199«^ 

PATIENT  RECORDS  /2999^ 

y 

PATIENT  RECORDS  PLUS  / 

3999^ 

SHADOW  CONTROL  DOSAGE 

V 

lor  your  nursing  home  business 

SHADOW  HOSPITAL  /24^ 

COMPLETE  PATIENT  RECORDS  SYSTEM/139? 

ision  of  Image  Micro  Systems  Lid 


71  Waterloo  Plac 
Leamington  Spa 
CV32  SLA 
09<26  33648S 


hardware  »  sottwa 


PRODUCTS  &  SERVICES 


Anything  old  and  interesting  from  Chemist 
Shops  —  Display  Fittings,  drawer-runs, 
Bottles,  Labels,  Advertisements,  pot-lids,  eye- 
baths,  Baby-feeders,  cat/journals,  Soda- 
Syphons  etc  etc. 

GORDON,  Tel:  0283  67213  (Collect  anywhere) 
25  Stapenhlll  Road,  Rurton-on-Tront  DEIS  9AE 


SHOPFITTINGS 


PHARMACY  FITTINGS  FOR 
SALE 

New  Dollor  Rae  shopfittings  for  sale  from  closure  of 
large  pharmacy. 

Suitable  for  complete  refitting  of  3-4  reasonable  sized 
pharmacies. 

Prompt  decisions  preferred  ring  01  948  5774 
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SHOPFITTINGS 


Quality  l&eU  dftti  "RtAutti 


shop 
acsi 


1.  Creators  of  imaginative  concepts  that  work. 

2.  Specialists  in  both  traditional  &  continental  dispensary 
fittings. 

3.  Competitive  prices  &  attractive  finance  facilities  which 
makes  quality  affordable  to  all. 


BRISTOL 
0761  -41 8941 


EXETER 
0392-437791 


MTI 


Specialists  in 
pharmacy  design 
and 

construction 


the    shop  fitters 


LUXUNELTD 
8  Commerce  Way,  Leighton  Buzzard 
Bedfordshire 
Telephone:  (0525)  38! 356 
Fax:  (0525)  382761 


NPA 
APPROVED 


ORALABEL  PC 

'The  Ultimate  in  pharmacy  systems...' 

*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings.  *  Latin  dosages. 

*  Unique  "owings  book"  facility. 

*  Complete  systems  or  software  only . 

For  leaflets  or  a  demonstration,  phone  or  write 


Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


a 

Umdasch 

Fama 


Apeils  Systems  Ltd  A 

m 


Unit  P.  Kingsway  Trading  Estate 
Kingsway.  Luton,  Beds  LU1  1  LP 
Telephone:  Luton  (0582)  4571 1 1 


Approved 

Ml  NATIONAL 
MAS  ASSOCIATION 
n  SHOPFITTERS 


Shopfitting  styles 
for  modern  selling 

★  Competitive  prices 

★  Attractive  designs         ★  Dispensary  fittings 

★  Unsurpassed  quality       ★  Incredible  space  saving 


John  Richardson 
Computer!  Lid 


►  In  Pharmacy  Labelling 

►  In  Auto-Order  Stork  Control 

►  In  Customer  Service 


►  In  Systems  Development 


Full  patient  records  with  drug  interactions 

FREEPOST,  Preston  PR5  GBR  Telephone:  (0772)  323763 


SHOPFITTING  &  CONTRACTING 

EXCELLENT  PRE-LAUNCH  OFFER  for  LATEST 
SERIES  2000'  PHARMACY  SHOP  EQUIPMENT 
backed  by  RELIABLE  &  COMPLETE  CONTRACT  SERVK 

FOR  DETAILS  OF  OFFER  PHONE 

01-328  9628 

28  NOTTTINGHAM  PLACE  ■  LONDON  W1M  3FD 


STOCK  FOR  SALE 


SAVE  WITH  CAMPDALE 


CAMPDALE  LTD 

67,  CENTRAL  ROAD,  HUGGLESCOTE, 
COALVILLE,  LEICESTER  LE6  2FJ. 

Subject  to  availability 


PROTHIADEN  75MG 


28 


28% 


AMOXIL  500MG 


100 


23% 


ADALAT  10MG 


50 


24% 


ZYLORIC  300MG 


30 


73% 


INDOCID  25MG 


30 


24% 


FULL  PRICE  LIST  SUPPLIED  ON  REQUEST 
24  HOUR  ANSW  ER  SERVICE. 

SAVE  £  £  with  CAMPDALE  LTD 
COALVILLE  (0530) 


510520 


SAVE  £££££££££ 
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STOCK  FOR  SALE 


NORAST  LIMITED 

Pharmaceutical  Distributors 

50,  Friars  Stile  Road,  Richmond, 
Surrey  TW10  6NQ 
01-948  0431 


CO-PROXAMOL  DISTA 

100 

0.88 

PIROXICAM  10MG 

60 

5.70 

PIROXICAM  20MG 

30 

5.70 

ATENOLOL  50MG 

28 

2.75 

ATENOLOL  100MG 

28 

3.85 

AMILORIDE  5MG 

500 

7.50 

ISOS.  MONONITRATE  20MG 

100 

4.20 

MIANSERIN  10MG 

100 

4.99 

MIANSERIN  20MG 

100 

9.99 

MIANSERIN  30MG 

100 

14.99 

METROPROLOL  50MG  (Supply 

100 

3.60 

Betaloc  50mg  56x2) 

PLUS  MANY  MORE 

Subject  to  availability 


THE  FILM  MAN 

DAVEROTHWELL 


Konica  110/12 

70p 

Konica/Fuji  1 10/24 

80p 

Konica  135/12 

80p 

Konica  135/24 

90p 

Konica  1 35/36 

£1.25 

Kodak  Gold  135/12 

0/D85p 

Kodak  Gold  135/24 

£1.55 

Kodak  Gold  135/36 

£1.80 

Kodak  Gold  110/24  £1.45 
Kodak  VPS  1 35/36  Oct  '89  £2.25 

11 0/24  from  70p 

135/36  from  £1.00 

126/24  from  40p 

Disc  from  40p 

E180VideoTape  £1.75 


Polaroid,  Kodak,  Fuji,  Agfa  —  all  at  good  discounts. 
Good  prices  for  colour  sheet  paper. 

ROLL  PAPER  FOR  MIMILARS  SOPPLIEO 
D.V.  ROTHWELL  LTD. 

138  Westmoreland  Avenue,  Blackpool  FY1  5QW. 
Telephone:  0253  697094  Carphone:  0836  614018 
Fax:  025366615 
ALL  PRICES  +  VAT   


SUNGLASSES  FOR  IMMEDIATE 
DELIVERY 

★WIDE  RANGE* 
★HIGH  QUALITY* 
★FASHIONABLE  STYLES* 
LESS  50% 
For  details  'phone: 
0299  22583  or  0562  851613 
(24  hour  answering  service) 


FOR 
PRICE  LIST 

-QUOTES 
GENERAL  ADVICE 
PLEASE  CONTACT 
MERVYN  GREEN  MPS 

EURIMPHARM  LTD" 

UNIT  A6.  83  COPERS  COPE  ROAD 

BECKENHAM.  KENT  BR3  1  NR 
TEL:  01  658  2255  TELEX:  263832 
FAX :  Q1  -658  868O 


JUNE  OFFERS 


ADALAT  10mg  CAPS 

ADALAT  RETARD  20 mg  TABS 
TAGAMET  200mg  TABS 
TAGAMET  400mg  TABS 

AZAIMTAC  1 50mg  TABS 

URIMPHARM  LTD 


TRADE  MARKS 


The  Trade  Marks  set  out  below  were  assigned  on  15  August 
1 988  by  The  Boots  Company  Pic  of  Nottingham  NG2  3AA  to 
Kendall  MeGaw  Laboratories  Inc.  of  2525  McGaw  Avenue, 
Irvine,  California  92714,  USA.  without  the  goodwill  of  the 
business  in  the  goods  for  which  the  marks  were  then  in  use. 


Number       Mark  Goods 

1  1  16777     STERIFLEX        Pharmaceutical  preparations  and  substances 
MINIPACK 

1037160     POLYFUSOR      Pharmaceutical  and  veterinary  preparations  and 
substances 

1  1  16778     STERIFLEX        Plastic  containers  adapted  for  dispensing 

MINIPACK        Solutions  during  surgical  operations;  medical  and 

surgical  apparatus  and  instruments,  all  being  flexible 
and  parts  and  fittings  included  in  Class  10  for  all  the 
aforesaid  goods. 

773201      STERIFLEX        Pharmaceutical  preparations  in  the  form  of  solution 

for  intravenous  inject ion. 
795122      STERIFLEX        Flexible  containers  for  injection  fluids  and  devices 

for  use  therewith  for  administering  such  fluids 

whether  sold  separately  or  together,  all  being  for 

surgical  or  curative  purposes 
850462      POLYFUSOR      Containers  included  in  Class  20  made  of  polythene 

plastics 

1050197  FLOWFUSOR  Pharmaceutical  preparations  for  human  use  and  for 
veterinary  use,  in  the  form  of  solutions  for  irrigation 
purposes. 

Plastic  containers,  adapted  for  dispensing  solutions 
during  surgical  operations;  medical  and  surgical 
apparatus  and  instruments;  and  parts  and  fittings 
included  in  Class  10  for  all  the  aforesaid  goods. 
Medical  and  surgical  apparatus  and  instruments  and 
parts  and  fittings  included  in  Class  10  for  all  the 
aforesaid  goods. 
864706      DIALAFLEX       All  goods  included  in  Class  5. 
1226756     DIALAFLEX       Medical  and  surgical  apparatus. 


16390  DIAMBULATE 


1027358  DIALYFLEX 
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ABOUT  PEOPLE 


Parachute 
jump  helps 
rare  disease 

Two  members  of  staff  at 
Mawdsley-Brooks  (Salford-based 
independent  wholesaler)  have 
raised  money  for  a  £50,000 
screening  service  aimed  at 
stamping  out  a  rare,  inherited 
children's  disease. 

Maureen  Wunderley  and 
David  Bartlett  took  part  in  a 
charity  parachute  jump  organised 
by  Eccles  pharmacist  Brian  Rose, 
whose  son,  David,  is  a  victim  of 
Tay-Sachs  disease.  The  disease 
destroys  the  nervous  system, 
leaving  babies  blind,  paralysed  and 
unable  to  swallow  —  it  invariably 
kills  before  the  age  of  three. 

The  screening  machine  will  be 
situated  at  Pendlebury  Children's 
Hospital  and  will  identify  parents 


/ 


The  Royal  Bank 
rfJof  Scotland 


£  mau  1989 


n^SaclrsfuW 


Brian  Rose  (right)  receives  the  £1,000  cheque  from  Mawdsley-Brooks ' 
intrepid  duo  David  Bartlct  and  Maureen  Wunderley. 


who  carry  the  disease. 

Maureen  and  David  were 
given  six  hours  training  before 
their  first-ever  jumps  from 
2,000ft.  From  their  sponsored 


efforts,  they  raised  £1,000  which 
will  be  used  to  cut  a  record  written 
by  Mr  Rose  and  entitled  "David 
my  son' ' ,  due  for  release  later  this 
year. 


From  pharmacy  to  impressario 


Harvey  Goldsmith,  the 
impressario  currently  staging  a 
mammoth  production  of 
"Carmen"  at  Earls  Court,  started 
his  career  in  pharmacy. 

According  to  a  profile  in  The 
Times  last  week,  he  worked  in  a 
pharmacy  during  the  school 
holidays  and  was  "intrigued  by  the 
way  women  bought  cosmetics." 
Thus  inspired,  he  signed  on  at 


Brighton  College  of  Technology  in 
1965  to  study  pharmacy. 

He  became  social  secretary  of 
the  students'  union  and  ran  social 
events  for  10  colleges  on  the 
South  coast.  In  1966  he  travelled 
the  USA  by  Greyhound  bus  and 
got  involved  in  the  rock  industry 
by  posing  as  a  technician  in  San 
Francisco.  Returning  to  the  UK, 
he  abandoned  pharmacy  in  1966  to 


enter  business  with  Big  O 
Posters. 

Since  then,  he  has  become  '  'if 
not  the  greatest  rock  promoter  in 
the  world,  then  certainly  among 
the  top  three,"  says  The  Times. 
"If  you  want  to  take  Elton  John  to 
the  Soviet  Union,  stage  "Aida"  in 
an  exhibition  hall  or  raise  £100m 
for  famine  relief  (Live  Aid),  then 
Goldsmith  is  your  man. 


The  13th  Philips  Hostess  Awards 
were  made  at  a  gala  dinner  hosted 
by  Philips  Domestic  Appliances  and 
Personal  Care  Division  at 
Effingham  Park,  Gatwick.  The 
two  premier  awards  for  the 
electrical  industry's  1988 company 
of  the  year  and  business  person  of 
the  year  are  seen  here  being  received 
by  Brian  Palmer  (right), 
representing  Hinan  Ltd  and  Terry 
Bennett  deft),  chief  executive  of 
TGI  pic,  from  Dick  Vale, 
managing  director 


APPOINTMENTS 


Lewis  Woolf  Griptight  Ltd  have 
appointed  Syd  Staveley  as 
operations  manager. 

Wigmore  Products  have  appointed 
Steve  Simmonds  as  marketing 
manager. 

Network  Management  have  appointed 
Colin  Williams  as  sales  director, 
toiletries  division  and  associated 
company,  Christy  Cosmetics. 
Link  Computer  Systems  —  part  of  AAH 
Pharmaceuticals  —  have 
appointed  Jean  Gwynne  as  sales 
representative  for  South  Wales 
and  the  South  West  of  England. 
Gretag  (UK)  Ltd  have  appointed  Dr 
Willy-Fritz  Grutter  as  quality 
assurance  director.  He  is 
currently  production  director  at 
Gretag's  Swiss  headquarters. 
Kodak  Ltd  have  appointed  Mrs  Sally 
Mclver  to  be  responsible  for 
publicity  concerning  the  I 
company's  amateur  photographic 
products,  formerly  the  duties  of 
Mrs  Barbara  Robinson. 
National  Association  of  Health  Authorities 
chairman  Martyn  Long  has  been) 
elected  chairman  of  the  West; 
Sussex  County  Council.  He  holds 
the  unique  position  of  beingr 
chairman  of  a  county  council,  a)| 
health  authoritv  and  of  the  NAHA 


Postscript 

The  bottle  top  that  spies  on  you  is 
the  latest  in  compliance  aids  from  | 
the  United  States. 

The  Daily  Telegraph  reports 
this  latest  invention  from  the 
Aprex  company,  a  computer  chip 
in  the  bottie  cap  which  records  the 
date  and  time  when  the  cap  is 
taken  off. 

Researchers  at  Yale  are  said  to 
have  used  the  caps  to  prove  that 
two  thirds  of  epileptic  seizures 
occur  when  the  patient  forgets  to 
take  his  medication. 

Needless  to  say,  the 
Americans  have  a  fancy  name  for 
the  device  —  the  Medication 
Event  Monitoring  System  — 
though  some  doctors  prefer 
"adult-proof"  tops! 
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Registered  at  the  Post  Office  as  a  Newspaper  1 7/23/1  lis  Contents  "  1  Benn  Publications  Ltd  1989  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in. 
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For  25  years 
the  first  choice  of  doctors 


the  effective  way  to  loosen  ear  wax 

CERUMOL  is  also  available  to  customers 
over  the  counter.  When  your  customers  ask  your 
advice  about  'blocked  ears',  you  know  you  can 
recommend  CERUMOL  with  confidence. 

proven  in  practice 


CERUMOL 


F     I  t 


Cerumol  is  a  trade  mark 


11  Laboratories  for  Applied  Biology  Limited  91  Amhurst  Park  London  N16  5DR. 


Neutralise  plaque  acid 
in  just  10  minutes 


Speed  is  of  the  essence  when  teeth  are  under 
attack  from  snacks  containing  acidogenic 
carbohydrates.  Plaque  pH  testing  with  various 
foods' 2  has  shown  that  this  potentially 
cariogenic  pH  level  can  be  maintained  in  the 
plaque  for  an  hour  or  more  before  the 
normal  salivary  response  can  restore  plaque 
pH  to  testing  levels. 


to  resting  levels  within  the  10  minute  chew 
period.4 

This  dramatic  reduction  in  the  period  teeth  are 
at  risk  from  acid  attack  shows  why  chewing 
Orbit  should  be  considered  a  valuable  adjunct 
in  maintaining  good  dental  health. 


During  gum 


After  gum 


Potential  clemineralisation  zone 


rime  0  mm    10         20  30 


pH  response  to  typical  snack  challenge  without  chewing  gum2 

Chewing  gum  increases  saliva  flow  by  at 
least  3  times  compared  to  resting  values. 1 
Recent  dental  research  on  Orbit  sugar  free 
chewing  gum4  demonstrates  that  chewing  for 
10  minutes,  after  a  snack,  restores  plaque  pH 


pH  response  to  typical  snack  challenge  with  chewing  gum' 


tWRIGLEY 

DENTAL  PROGRAMMES 


References.  1  Imteld.  IN .  Oral  Sci, 1983.11  2  Jensen  ME   IAOA  1986  113  262  26i      Hoerman  KC  Dalaonlile  4  lensen  ME  D.i!  s     '  • 


